CHICAGO 


PUBLISHED 
WEEKLY AT 537 
S. DEARBORN ST. 


HAR. 7504 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


(Trade-Mark Registered U. S. Patent Office) 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AVE. 


MO. 4-1572 


Vol. Il, No. 11 


CHICAGO, MARCH 21, 1931 


Five Cents a Copy—$1 a Year 


Rough Proofs 


Wilson Brothers’ new advertising 
campaign is intended to make clothes 
more exciting to men and to bor- 
row “some of the romance and dash 
of the women’s wear business.” 
That’s a great idea; at present the 
average man’s notion of something 
exciting to wear is a red neck-tie. 

* + * 


“Varicose Veins Reduced” is a 
sign on North Dearborn street in 
Chicago, but even with this special 
inducement the demand for varicose 
veins has not increased noticeably. 

* * a 


George Washington Hill, president 
of the American Tobacco Company, 
received a $1,200,000 stock bonus as 
a reward for his skill in increasing 
earnings during a depression period. 
Mr. Hill reached for a Lucky and 
found a sweet. 

* ” * 

“Don’t forget—Postum made me 
love to drink milk.” Isn’t this what 
B. L. T. used to call commercial 
candor? 

* * * 

With Sears, Roebuck selling in- 
surance, the oil companies promot- 
ing home-dry cleaning and telegraph 
service and General Motors busting 
into refrigeration and radio, about 
the only public servant whose com- 
petition is not increasing is Mrs. 
Hen. 


Included in the Knape & Vogt line 
of “K-Veniences” is “a _ trousers 
hanger that can and does fold four 
pairs of trousers at one time.” 

It’s not only able but willing. 

* * * 


A limited autographed edition of 
a new volume of Edna St. Vincent 
Millay’s poems, at $50 per, has been 
oversubscribed. Evidently the son- 
net market is depression-proof. 

* * * 


The Saturday Evening Post talks 
about the “potency” of this maga- 
zine. Time should enter suit for 
violation of copyright. 

* * * 


“Hiss and background noise are 
gone forever,” Majestic radio as- 
sures us. 

Conceding the point about the 
background noise, doesn’t the hissing 
depend on the program? 


* * * 


“Glorious, glamorous Marlene 
Dietrich, with the wisdom of the 
ages in her eyes,” exclaims Para- 
mount rapturously. 

Can you imagine an American 
star, with full knowledge of the con- 
notations of the language, permit- 
ting that “wisdom of the ages’ stuff 
to get into cold type? 


* * * 


Kraft-Phenix says that the best 
cheeses are “cave-cured.” There’s an 
idea for the anthropologists. Maybe 
it was cheese that drove the cave- 
man into the open. 

x x x 


Bruce Barton says that a chair- 
man of the board is like parsley on 
fish. The only difference is that the 
fish has no choice in the matter of 
decorations. 

~ * ” 


The Harvard advertising awards 
will always be popular. The reason 
is not that they create advertising’s 
immortals, destroy the curse of 
anonymity, or anything like that; 
but they happen to be accompanied 
by a substantial amount of United 
States currency. Omar was right. 

Copy Cus 


TALKIE GIVES 
HOLLYWOOD IDEA 
OF AGENCY WORK 


Shown as “Easiest Way” to 
Make Livelihood 


New York, March 19—L. Ames 
Brown, William H. Rankin, Wilfred 
W. Fry, Stanley Resor and other 
agency chiefs will have to do some 
explaining to their friends in other 
fields, if the public places credence 
in agency methods as portrayed by 
“The Easiest Way,” a Metro-Gold- 
wyn-Mayer production now making 
the rounds. 

In this masterpiece, Adolph Men- 
jou takes the role of the head of 
“Brockton — National Advertising.” 
The Brockton agency bears down 
heavily on art, maintaining elabo- 
rate studios, where corps of painters 
and models co-operate to produce 
illustrations that will make the pub- 
lic clamor for the right brands. 


How Movies Do It 


Constance Bennett is Laura Mur- 
dock in the movie, and at the begin- 
ning of the story, she is happily em- 
ployed in a local department store. 
One of the agency’s hirelings, how- 
ever, catches a glimpse of her, sizes 
her up for just the person who will 
make the women of the country rush 
to get into Phoenix Hosiery, and 
persuades her to come to the agency 
offices, 

She does her stuff, but even before 
the painting of Laura can be shipped 
over to the engraver for color plates, 
Brockton himself sees it, and calls 
Laura in for an interview. She 
shyly admits that she draws $5 per 
hour, but that thus far she has aver- 
aged only $23 a week. Brockton 
takes compassion on Miss Murdock 
and persuades her to abandon the 
modeling racket for 50 per cent of 
his $25,000 roof apartment and a 
percentage of the net. 

Other accounts handled by Brock- 
ton—National Advertising are Coca- 
Cola and Old Gold. For the latter, 
quarters are maintained in the 
agency where those of high and low 
degree may indulge in the blindfold 
test. Some are shown hard at work 
at it. 

Brockton keeps in touch with the 
activities of the hired hands with a 
morning conference, at which the 
names of Good Housekeeping, Vogue, 
and other well known magazines are 
shamelessly bandied about. 


You Gotta Do It Over 


Brockton is a fast worker in ques- 
tions of copy and illustration as well 
as in the art of seduction. He takes 
one quick look at a proposed adver- 
tisement and remarks, “The copy’s 
breezy enough, but the layout’s old 
stuff.” 


Nothing is said in the picture 
about such stern subjects as field 
work and other brands of research. 
The boss seems to be worried, how- 
ever, for fear that his copy will miss 
some of the pre-Christmas editions 
and he admonishes the boys to snap 
out of it and get going. 

Neither is there anything said to 
indicate that Brockton would like to 
have one or two more national ac- 
counts, which doesn’t seem right to 
the experienced observer. 


Adopt New 


New York, March 19—To make it 
possible for advertisers and agencies 
more accurately to judge the merits 
of any given newspaper, the Stand- 
ard Market Survey, formerly issued 
by the Bureau of Advertising, Amer- 


TYPICAL C 


Forms 


for Presentation 
of Newspaper Data 


or advertiser to grasp the essential 
facts without considerable analysis. 

The new forms are available to 
all newspapers, whether or not mem- 
bers of any organization. The Four 
A’s is urging publishers who pre- 
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ican Newspaper Publishers Associa- 
tion, and the Standard Newspaper 
Data Form, issued by the American 
Association of Advertising Agencies, 
have been revised and are now 
jointly sponsored by both organiza- 
tions as Standard Market and News- 
paper Data Forms. 

As heretofore, there will be two 
standard forms, one calling for data 
concerning the market and the other 
about the newspaper. In the past, 
the two types of information ap- 
peared in part in both forms, so 
that it was difficult for the agency 
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pared forms last year to issue new 
ones containing 1930 data. Other 
publishers, it believes, will help 
space buyers and themselves by issu- 
ing forms now. 

F. R. Gamble, executive secretary 
of the Four A’s, explained that both 
new forms were approved at agency 
meetings in New York, Chicago, 
Boston, Philadelphia and Louisville, 
thus representing the best thought 
of agency men. 

The Standard Market Survey is 
replaced by the Market Data Form, 

(Continued on Page 11) 


Last Minute News Flashes 


Issue Tabloid to Give Contest News 


New York, March 20.—-Erwin, Wasey & Co. have begun publication 


of the “Camel Caravan,” a tabloid, to give the news of the $50,000 Camel 


cigarette contest. 


P 


More than 1,000,000 letters were received in the contest. 


Here’s Tip for George Washington Hill 
New York, March 20.—A dispatch to the New York Times reports 
that the Prince of Wales is smoking U. S. cigarettes exclusively in his 
South American trade tour. The smokes are carried around in a large 
satchel bearing the legend, “British Goods Are Best.” 
Another authority reports that the Prince is a Lucky boy. 


LAWTON TELLS 
HOW ‘TALKIES’ 
DO THEIR WORK 


Gives Costs and Figures on 
New Medium 


New York, March 19.—The first 
definition of the function of talking 
movies for advertising purposes was 
given the Advertising Study Club 
March 16 by Francis Lawton, Jr., 
eee of General Business Films, 
ne. 

“Does the advertising talkie help 
introduce a new product, like maga- 
zines?” asked Mr. Lawton. “Does it 
identify local outlets, like newspa- 
pers? Does it reiterate the ‘direct 
command,’ like outdoor advertising? 
Or does it seek to build good will, 
like radio? 

“The answer is that it contributes 
to all of these purposes, and does a 
new job that is all its own: It 
speeds up consumer acceptance and 
makes the whole campaign more 
powerful by multiplying word-of- 
mouth advertising and personal ob- 
servation, the two greatest forces 
for moving merchandise.” 

Mr. Lawton gave some fairly defi- 
nite figures on the cost of this new 
medium. He said production cost 
has ranged from $5,000 to $15,000, 
with a distribution cost of $5 per 
thousand circulation, or $5,000 per 
million. There are also minor costs 
for prints, transportation and re- 
pairs, which add about 10 per cent. 
The entire cost of reaching 5,000,000 
people, with a talking picture run- 
ning about ten minutes, would be 
about $35,000, or about three-fourths 
of a cent for each. 


Function of Talkies 


Mr. Lawton said advertising 
talkies are not attempting to dis- 
place other forms of advertising, but 
that it is claimed they gain strength 
from other good advertising and add 
force to the power of other mediums. 

“Exhibitors include advertising 
pictures on their programs because 
of the revenue derived and for the 
money saved in rentals for the the- 
atrical pictures displaced by spon- 
sored films,” explained Mr. Lawton. 

“Some theaters will not run ad- 
vertising, while others are willing 
but have no means of getting it. 
There is, however, more circulation 
and coverage available than any one 
advertiser will buy. 

“About 115 million people attend 
movies weekly. Three-quarters of 
them favor the wired theaters show- 
ing talkies. There are over 13,000 
of these houses. Twenty-five hun- 
dred are controlled by the five big 
producer-distributor-exhibitor organ- 
izations, operating from 181 to 
1,800, and the others are the so- 
called ‘independents.’ Most of the 
independent theaters are individually 
owned, but about 300 owners operate 
from one to two hundred houses. 
These are the independent chains.” 


Used by Many 


Mr. Lawton named a long list of 
advertisers who have utilized adver- 
tising talkies thus far, including the 
Liggett & Myers Tobacco Co., Lehn 
& Fink, the Texas Company, Fleers 
Chewing Gum Co., India Tea Bu- 
reau, Olds Motor Works, Studebaker 
Corporation, Lambert Pharmacal 
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others. 

“The advertising pictures released 
thus far,” he said, “range from five 
to ten minutes in length. Theatrical 
trade papers review them for the 
most part with a friendly attitude, 
and theaters report audiences well 
pleased, with few exceptions. 

“Advertisers get fan letters and 
dealers howl] for bookings. So it 
would seem that the advertising 
talkie has learned the difficult art of 
serving two masters equally well— 
the box office and the cash register. 

“Various methods of delivering 
the advertising message have been 
adopted. In the Chesterfield novel- 
ty, ‘Movie Memories,’ the advertising 
was gently inserted at the beginning 
and the end, with old time movies 
and funny remarks about them in 
between. In the Lysol Cartoon, ‘A 
Jolt for General Germ,’ the whole 
plot was a battle between soldiers 
and germs, with victory won at the 
last minute by a timely application 
of that well known and justly pop- 
ular germ killer, Lysol.” 


W. H. Park, Milwaukee 
Publisher, Is Dead 


William H. Park, publisher of the 
Milwaukee Daily News from 1888 to 
1918, died in that city March 17 at 
the age of 75. Death was caused 
by pneumonia. 

Mr. Park started his newspaper 
career as a printer’s devil in a job 
room. He held a card in the Cream 
City Typographical Union and was 
an ardent advocate of short hours 
and high pay. 

In 1886, he founded the Weekly 
Milwaukee Labor Review, the name 
being changed to the Milwaukee 
Daily News when it became a daily 
in 1888. In 1918, the publication 
was consolidated with the old Eve- 
ning Wisconsin to become the pres- 
ent Wisconsin News. 


Elected to 4 A’s 


O. S. Tyson and Company, Inc., 
New York agency specializing in 
class and industrial advertising, has 
been elected to membership in the 
American Association of Advertis- 


Co., Westinghouse Electric & Mfg. 
Co., American Gas Association, and 


RAY UTILIZED 
IN SYRUP COPY 


New Campaign Features 
“Vitalized” Product 


Milwaukee, Wis., March 17.—A 
new advertising campaign on Schlitz 
“Vitalized” Malt Syrup was _ in- 
augurated recently in the Pacific 
Coast editions of The American 
Weekly and will shortly be seen in 
newspapers all over the country. It 
will continue throughout the sum- 
mer. 

The campaign features a new 
process of treating malt syrup with 
ultra-violet rays. “Vitalized” is ex- 
plained by the copy as “an original 
ultra-violet ray process which puts 
summer sunshine into all Schlitz 
Malt Syrup.” 

Illustrations show bathers basking 
in rays of sunshine and the copy 
points out that “all of the energy 
of sun-drenched grain” is put into 
“Vitalized” Malt Syrup by the new 
process. 

The Mamma and Papa characters 
featured in last year’s malt syrup 
advertising have been tied in with 
this year’s campaign by means of 
small illustrations in the lower part 
of the copy. The Schlitz couple have 
also been added to the label on 
Schlitz Malt Syrup cans. 

This team has taken on a new 
lease of life, possibly as a result of 
using “Vitalized” malt syrup. Never 
exactly staid, the illustrations this 
year portray the couple as bubbling 
over with exuberance. 

The Schlitz Brewing Company will 
continue to breathe life into Mamma 
and Papa from time to time, with 
public appearances at centers where 
the public is prone to congregate. 
In 1930 tours, Mamma and Papa 
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STRATEGY? 


Unit buying of a selective readership 
Direct sales are all-impor- 
Not buyers of tomorrow, 
nor prestige, nor dominance of every 
market, but direct sales only reduce 
the selling costs that terrify treasurers. 


Choose those immediate, real pros- 


thing they need and want. Reach the 
half-million Big Four readers whose 
activity, interest and generous share of 
this world’s goods mark them as out- 
Dramatize your appeal in 
color and enjoy the saving which results 
from unit management. 
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whose popularity was no whit dim- 
inished by the fact that they rep- 
resented a commercial proguct. The 
couple were much in demand in 
connection with “See America 
Thirst,” a talkie. 


Paraphrase Slogan 


Schlitz has also paraphrased the 
slogan made famous in beer adver- 
tising, to read, “Schlitz—the malt 
that keeps Milwaukee famous.” 

Consumer and trade interest in 
Vitalized Malt Syrup will be further 
stimulated by a new lamp deal, 
under which the consumer can get a 
hand painted antique table lamp by 
purchasing two cans of the malt and 
spending an additional $1.98. 

Dealers and jobbers get discounts 
from the price paid by the con- 
sumer, so that both make a profit 
on the lamps as well as on the 
syrup. The selection of a lamp as 
an extra inducement to the public 
was predicated on research which 
indicated that 100 million dollars a 
year is spent for such fixtures. 

_ The newspaper advertising is sup- 

plemented by a 30-minute weekly 
program over a Milwaukee radio 
station. 

The Schlitz account is handled bv 
Freeze-Vogel-Crawford, Inc., Mil- 
waukee. 


Retail Jeweler in 


National Magazines 

Brock & Co., jewelers of Los An- 
veles. have begun the use of na- 
tional magazines to supnlement their 
auarterlv house naver. “Treasures,” 
and newsnaner advertising. 

The Mavers Company. Los An- 
geles, handles the account. 
A new account with the Mavers 
Comvany is the Donald K. Lawver 
Co.. finance. for which newspapers 
and radio will be used. 

Elmer H. Jackson has joined the 
agency’s production staff. 


Hall Is Director 
of Milwaukee Agency 


T. Bacon Hall. for three vears ar 
account executive of Freeze-Vogel- 
Crawford. Milwaukee, has been 
elected a director. He was formerlv 
advertising manager of the Fuller 
& Johnson Mfe. Co., Madison, Wis 

The agencv is now directing the 
advertising of the O. R. Pieper Co.. 
Milwaukee. grocery products. News- 
vaners and direct mail will feature 
a new sloran, “You'll want another 
cup,” for Gargoyle coffee. 


Brettell Resigns 


George A. Brettell has withdrawn 
from Hughes & Brettell, Inc., New 
York printing firm, and the corpora- 
tion will henceforth be known as the 
Nelson Hughes Company, Inc. 


Kenyon Joins Wales 


Hallas Kenyon, who has served 
several New York agencies as art 
director, has joined the Wales Ad- 
vertising Company, Inc., New York, 
in that capacity. 


Allen T. Spivey Is Dead 


Allen T. Spivey, 55, editor and 
publisher of the East St. Louis Jour- 


nal and Frac yg = rae political worker, 
died suddenly March 10. 
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Modern Copy 
Too Emphatic, 
Says Thomson 


Any falling off in the pulling 
power of newspaper advertising is 
the result of failure of advertisers 
to improve their copy and adapt 
their appeals to changing conditions, 
rather than any loss of power in the 
medium itself, asserted William A. 
Thomson, director of the Bureau of 
Advertising, American Newspaper 
Publishers’ Association, New York, 
in an address before the Chicago 
Advertising Council March 19. 

Mr. Thomson said that extrava- 
gance of statement and over-empha- 
sis are among the chief faults of 
current newspaper copy, and he in- 
cluded national as well as local ad- 
vertisers in the criticism. The style 
of copy which makes even the most 
trifling purchase seem a paramount 
issue of life was burlesqued by the 
speaker, who pictured the advertis- 
ing presentation of the head of the 
household entering a family confer- 
ence elated over the purchase of a 
Whozitt tack-hammer. 

The speaker gave some interesting 
statistics of the newspaper advertis- 
ing field, pointing out that the com- 
bined rate per line of all the daily 
English-speaking newspapers in the 
country is $123, and saying that 
over 100,000,000 pennies are spent 
by the public every day for news- 
papers, the reading of which, he de- 
clared, is a fixed habit which has not 
been changed by changed conditions 
of living. 

“The newspaper,” he concluded, 
“is not a slot-machine into which the 
advertiser can drop his appropria- 
tion and pull out flocks of orders. 
He must have an elastic plan which 
will adapt his copy to changing 
times. He should make it as bright, 
newsy and attention-compelling as 
the newspaper itself.” 


Agency for Air Races 


Humphrey & Prentke, Cleveland, 
will handle the national advertising 
campaign for the 1931 National Air 
Races in that city Aug. 29-Sept. 7. 
Herbert E. Prentke, who directed 
the campaign for the 1929 classic. 
will again be at the helm. 

Newspapers, radio, business pa- 
vers, outdoor advertising and direct 
mail will be used. 


Cheney Brothers 
Change Agencies 

Cheney Brothers, textiles, New 
York, have appointed Batten, Bar- 
ton, Durstine & Osborn, of that city, 
as their advertising agency. 

The account has been handled by 
Calkins & Holden. 


Agency for Planes 


The American Aeronautical Corp., 
manufacturer of Savoia-Marchetti 
seaplanes and amphibians, has 


placed its advertising with the Wil- 
liam H. Denney Co., New York. 


F coterie — 
Accept Decree 
Before Trial 


Washington, D. C., March 19—A 
final decree in the suit instituted by 
the Government against the Foster 
& Kleiser Company, its officers and 
a subsidiary company, holding that 
an illegal monopoly had been estab- 
lished, was signed by the United 
States District Court for the South- 
ern District of California, the De- 
partment of Justice announced. 

The petition alleged that Foster & 
Kleiser controlled 80 per cent of the 
outdoor advertising structures on 
the Pacific Coast and did 90 per 
cent of the outdoor advertising busi- 
ness on the Coast. 

The following 14 alleged practices 
were banned by the decree, the De- 
partment of Justice said: 

“Making fictitious offers to pur- 
chase or lease outdoor advertising 
sites at amounts in excess of their 
true worth and value; causing the 
cancellation of leases to which com- 
petitors are a party by false repre- 
sentations that the sites are desired 
for other than advertising purposes; 
leasing outdoor advertising sites 
without using the same for any pur- 
poses reasonably necessary or inci- 
dental to the proper conduct of the 
outdoor advertising business; con- 
tinuously, by illegal and improper 
means soliciting and reporting, de- 
tailed information regarding out- 
door advertising sites leased by com- 
petitors; 

“Physically obstructing, covering, 
obliterating, destroying or otherwise 
impairing the visibility of outdoor 
advertising structures, owned, oper- 
ated or controlled by competitors; 
indulging in unfair and discrimina- 
tory terms and conditions of sale; 
knowingly inducing customers of 
competitors to breach their con- 
tracts with competitors by reduction 
of prices; knowingly making false 
and unfair statements regarding the 
business credit and integrity of 
competitors; 

“Granting preferences, priorities 
and rebates relative to prices and 
terms of outdoor advertising con- 
tracts; giving free display of out- 
door advertising to certain favored 
customers; and compelling owners 
of outdoor advertising structures to 
sell out to Foster & Kleiser Com- 
pany on terms dictated by threats of 
elimination from the trade.” 


W. A. Sheaffer 
Takes to Road; 
He’s Bullish 


Tulsa, Okla., March 19.—White- 
haired and keen-eyed, W. A. Sheaf- 
fer, who was a retail jeweler in Fort 
Madison, Ia., 17 years ago, but is 
now president of the pen manufac- 
turing company of his name, paused 
here this week on an automobile tour 
of the Southwest. 

“Our 1930 business was slightly 
under our banner year of 1929,” said 
Mr. Sheaffer. “This didn’t prevent 
us from paying the same dividend as 
in 1929, which was the largest we 
ever declared. 

“There is plenty of competition 
for fountain pen business, but we 
expect to get our share. Last year 
we spent nearly $1,000,000 for ad- 
vertising. We have 1,000 persons on 
our factory payroll at Fort Madison. 
We haven’t cut our advertising 

ppropriation, reduced wages or shut 
down ,our plant in 17 years, except 
for répairs, and we don’t expect to.” 

Discussing his recent trip abroad, 
Mr. Sheaffer said France is the most 
prosperous of the European nations. 
His jaunt merely convinced him, 
however, that the United States is 
the best place in the world to live 
and do business. 


New Bill Attacks 


Butter Substitutes 


A bill levying a tax of 20 cents a 
pound on oleomargarine or other 
butter substitute and 14 cents a 


pound on filled cheese has been in- 
troduced in the Illinois legislature. 
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March 21, 1931 


ADVERTISING AGE 


BARTON PLACES 
SHOE CREAM ON 
DRESSING TABLE 


New Product Taken Out of 
Utility Glass 


St. Louis, March 19—Creating a 
shoe cream which has met the mar- 
ket created by feminine demand for 
color in gowns and accessories and 
placing the new product in the cos- 
metic class have developed an almost 
virgin field for the Barton Manufac- 
turing Company. 

Hitherto the only response to 
women’s increasing use of color in 
their wardrobes has been the devel- 
opment of a neutral cream for all 
shoes other than black, it is asserted. 

Barton argued that there should 
be a cream for every color of shoe 
and all its leather accessories, such 
as purses and gloves, and that this 
cream should be in a container which 
would make it a welcome addition to 
milady’s dressing table. 

Kydet’ shoe cream, the new line, 
is described as follows in the initial 
advertisement in a series of color 
pages to appear in Vogue: 

“Your finest footwear is safe with 
this gentle Beauty Creme. As gently 
as face creme this new beauty treat- 
ment cleanses sensitive leathers. 


Repairs All Ravages 


“A creamy liquid, Kydet’ comes 
in a galaxy of gorgeous colors for 
every shade of shoe and matching 
accessory. Gentle massaging pre- 
serves the fragile beauty of delicate 
color. Scuffs and abrasions are skill- 
fully concealed. Kydet’ refinishes the 
surface like new. Mildly lubricant, 
it keeps the leather soft and supple. 

“A gentle rubbing leaves nothing 
to smudge or come off. Unlike any- 
thing you have ever used, only a 
pleasing fragrance remains. Sold 
wherever you buy fine footwear. 50 
cents.” 

Kydet’ represents a triumph of 
product design. It is made in 48 
colors and sold in a faceted trans- 
parent glass container which would 
do credit to any toiletry. It is per- 
fumed with rose and hyacinth. 

Kydet’ has become a best seller 
since it was introduced to the trade, 
in spite of the fact that the adver- 
tising has just begun and the price 
is 50 cents. 


Select Shoe Stores 


It is sold only in shoe stores and 
the shoe departments of department 
stores. A plush case to hold the 12 
most popular shades is furnished the 
dealer with the suggestion that the 
salesmen exhibit it to his customer 
after she has made a purchase. 

As soon as a dealer’s sales reach 
a certain volume, the company sup- 
plies him with a display rack holding 
one of each of the 48 shades. Deal- 
ers have been quick to appreciate its 
decorative value and to give it a 
prominent location: one retailer re- 
moved part of his seats to make 
room for it. 

The advertising is featured by a 
color ensemble chart, which indicates 
the correct shade of Kydet’ for any 
shoe. The copy offers a “dainty 
phial” free to anyone who writes, 
naming the color desired. 

The advertising is being handled 
by the D’Arcy Advertising Com- 
pany, St. Louis. Color Photography, 
Inc., Chicago, made the illustrations 
for the current campaign. The new 
container was designed by Walter 
Teague. 


Arrange to Finance 
Refrigerator Sales 


Time payment sales on Servel and 
Electrolux refrigerators will 
financed by the Commercial Invest- 
ment Trust Company and the Bank- 
ers Commercial Security Co., both of 
New York. 

The arrangements allow the deal- 
ers to make their own collections 
and obtain a low finance rate. 


NEW KYDET BOTTLE BY 
WALTER TEAGUE 


Schaeffer Views 
on Awards Are 
Helpful: Borden 


Cambridge, Mass., March 19.—The 
good-natured criticism of G. Ray 
Schaeffer, advertising manager of 
Marshall Field & Co., Chicago, of 
the make-up of the jury for the 1930 
Harvard Awards, and other sugges- 
tions advanced by him will be care- 
fully considered, Neil H. Borden, 
head of the department of advertis- 
ing, Harvard Business School, indi- 
cated. 

Mr. Schaeffer, who was a member 
of the jury, created a sensation with 
his comment before the Chicago 
Advertising Council March 13. 

“The administering of the Har- 
vard Advertising Awards since their 
inception,” said Professor Borden, 
“has been a matter of continual ex- 
periment to find the most effective 
methods, and it will probably so 
continue for some time to come. 

“It is very helpful to us to have 
constructive suggestions which will 
make the amount of material sub- 
mitted for the Awards more repre- 
sentative. We are glad to have Mr. 
Schaeffer’s ideas and hope that from 
them and the exhibit held each year 
in Chicago we will get a larger in- 
terest among advertising men there, 
and a greater amount of advertising 
material from them.” 


Court Modifies 


Commission’s Order 


The Circuit Court of Appeals for 
the Seventh Circuit, Chicago, has 
modified an order issued by the 
Federal Trade Commission against 
Charles T. Morrissey & Co., Chicago 
mail order house. 

The Commission ordered Morris- 
sey to cease advertising a beverage 
with the names of fruits. The court 
ruled that the beverage might be ad- 
vertised as having an orange flavor 
or color, if it is indicated that fruit 
does not enter into its manufacture. 


Promoted by Frank 


George B. Mitchell has been elect- 
ed a vice-president of Albert Frank 
& Co., New York agency. He has 
specialized in travel advertising 
since joining the agency 20 years 


be ago. 


Publisher to Move 


The Gillette Publishing Co., Chi- 
cago, publisher of industrial papers, 
will occupy quarters in the Daily 


News Building May 1. 


Up Jacobs 


to Fame 


How about a little Romance in 
the publishing business? 

You've read all those stories 
about the author who peddles his 
novel all over New York and it 
finally turns out to be the best 
seller since “David Harum.” And 
four dumb publishers walk arm in 
arm directly East until their hats 
begin to float. , 

We have a story almost like that 
at Scribner's. Last summer a badly 
battered manuscript was snagged 
out of the general flow as it went 
by. It was from a young woman, 
unknown to us, who had written 
about the ““Crackers’’ of Florida. 
Obviously it had been to every 
editorial office in the country be- 
fore it got to us. We bought it 
because our mind was on things 
of that nature; we have been anx- 
ious to develop stories about 
phases of our present-day Amer- 
ican life. 

The young woman was Mar- 
jorie Kinnan Rawlings and we 
thought that was perhaps the last 
we'd ever hear of her (the one- 
story-in-a-life sort of thing). But 
soon after she sent us a short 
story about the same “Crackers” 
and we bought that. 

Then she submitted a long story 
for the $5,000 contest, and, 
frankly, we let it lie around for a 
week, afraid to read it. It simply 


wasn't in the cards that she could 
have done it the third time. There 
were 1,672 manuscripts in that 
contest and of these the Magazine 
selected eleven. And one of them 
was | Jacob’s Ladder’ by Mar- 
jorie Kinnan Rawlings, If we tell 
you that it is an amazing story, 
you must believe us. Everybody 
who has read this story has been 
enthusiastic about it and among 
such readers have been several 
of the finest critics in America. 
The story has much of the 
quality of W. H. Hudson, and, 


Ladder 


as one critic said, of the Bible. 
Don’t let that put you off. It is 
a story with every element of 
popular success. It has a clear, 
healthy, stirring tone which is a 
great relief in these days of 
morbidity. 

Itisa feature of April Scribner's 
and we are brash enough to say 
that nothing published in any 
American magazine this year will 
be its superior as a fine and rich 
and colorful story. It is the, work 
of a highly talented hand using 
material which is fresh and un- 
spoiled and American. 

If there was ever a clincher 
needed for the argument that out- 
standing work may come from 
writers hitherto unknown this 
success of Mrs. Rawlings will sup- 
ply it. Keepyour eye on Scribner's 
new contest for narratives. There 
will be other important discov-. 


eries in that, despite any of the 


arguments to the contrary. 


APES 


SCRIBNER'S 


Granjon, a type face designed in 1926, has come to be used in book printing more often 
than any of the fine old types like Garamond, Caslon Old Face and Bodoni Book, or any 
others. It was first used in this country, except for a few limited editions of private 
circulation, by ScrisNeR’s MacaziNe in its issue of January, 1928. The first use of 


Granjon for general book work was by 


the Scribners in their “Peter Pan” edition of 


the works of James M. Barrie, the first volume of which was published October, 1929. 
A recent issue of The Linotype News reports the results of an examination of 88 books 
from all publishers, picked at random, and ranging in price from $2 to $50. Sixteen 
different type faces were used to print these 88 books. Of these 88, Granjon was used 
in 29—a percentage of very nearly one third. 


Eastman Gives 
Details of New 
$100,000 Contest 


Rochester, N. Y., March 19.—The 
Eastman Kodak Company has an- 
nounced details of its international 
competition for amateur photog- 
raphers, in which $100,000, the 
largest sum ever involved in a con- 
test of this character, will be hung 
up. 

The world has been divided into 
40 districts for the competition. The 
winners in each district will par- 
ticipate in the international contest, 
to be held at Geneva, Switzerland, 
in the fall. The international grand 
prize is $2,500 and a gold medal. 

Prizes will be awarded in the fol- 
lowing six classifications: Children; 
scenes; games, sports, pastimes, 
occupations; still life and nature 
subjects, architecture, interiors; in- 
formal portraits; and animals, pets 
and birds. 

The race will start in the United 
States and Canada in May, after 
the contest has been announced in 
magazines, newspaper Sunday sup- 
plements, radio, window displays 
and in dealers’ stores. , 

The judges in the United States 


contest will.be Admiral Richard E. 


Byrd, Mary Roberts Rinehart, 
Howard Chandler Christy, Rudolf 
Eickenmeyer, a widely known pho- 
tographer, and Kenneth Wilson 
Williams, editor of Kodakery. 

Winners from the United States 
will share $25,000, with a chance to 
receive some of the international 
awards. 


Secure Dealer Aid 
by New Promotion Plan 


With a view to securing dealer co- 
operation in a tie-up with merchan- 
dise advertised in the Modern Maga- 
zines, the Dell Publishing Company 
sends to managers of all Kress and 
Kresge stores each month a port- 
folio reproducing the advertisements 
scheduled to appear in 
sues of the magazines. 

The magazines are sold in all 
Kress. and Kresge stores throughout 
the United States, and store man- 
agers arrange special displays of the 
advertised marchandise to appear 
simultaneously with the magazines. 


Elected by Artists 


L. A. C. Panton, Toronto, has been 
elected president of the Ontario So- 
ciety of Artists. He is art director 
at the Western Technical School. 

J. E. Sampson was elected vice- 
president, with H. S. Palmer as sec- 
retary. 


the next is-| Mod 


Trade Journals Merge 


Trunks and Leather Goods and 
Luggage and Handbag Modes, both 
of New York, have been consoli- 
dated, and will be published by the 
Trade Journal Company, a new 
company, at 250 Fifth avenue, New 
York, effective with the April issue. 

. C. Rockwood is_ president; 
David Manly, vice-president, and 
Daniel G. Hickey general manager 
and treasurer. 


Two Join C. B. S. 


Philip F. Whitten and Joseph A. 
Reid have joined the sales depart- 
ment of the Columbia Broadcasting 
System, New York. 

Mr. Whitten has been with Walter 
C. MacMillan, National Shelter 
Group, while Mr. Reid comes from 
ern Priscilla. 


“Studio” in U. S. 
Beginning with the April issue, 
Studio, London, will be published in 
the United States by William Edwin 
Rudge, New York, as Atelier. Ex- 
cept for the title, the English and 
American editions will be identical. 


Van Heusen Broadcasts 


The Phillips-Jones Corporation, 
New York, began its fourth annual 
series of Van Heusen collar broad- 
casts over the Columbia Broadcast- 
ing System March 20. 
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Bankers and Advertising 


Advertising men are frequently 
told that the banker is in their pic- 
ture, and that it is up to them to 
sell the banker on their ideas, so as 
to get financial support for the prod- 
ucts or services which they are pro- 
moting. 

This is quite true, but the other 
side of the picture is not so fre- 
quently emphasized. That is that 
the banker, because he is concerned 
with so many businesses from the 
management standpoint, needs to get 
the advertising and merchandising 
slant on things. 

Nothing deadens promotion effort 
and handicaps needed merchandising 
activity so much as banker-control 
which lacks appreciation of modern 
advertising and uses this type of ac- 
tivity as the principal method of 
reducing operating expenses. 


The old-fashioned banker who did 
not believe in advertising for him- 
self and refused to recommend it to 
his customers is passing out of the 
situation, but conservative banking 
opinion does not always lay suffi- 
cient emphasis upon the vital part 
that advertising must play in the 
modern business enterprise which is 
dependent upon public good-will and 
support. 


The bank which is not aware of 
advertising as a business promotion 
activity, and which is not sympa- 
thetic with aggressive merchandis- 


ing policies, may frown on just the 
very thing which is needed to main- 
tain or increase prosperity, and 
sometimes even to keep a business 
solvent. 


Furthermore, the bank which is 
lending money on financial state- 
ments only, and is not qualified to 
visualize the future success of a 
borrower, based on his current mer- 
chandising set-up, may be in a dan- 
gerous position. Conditions change 
rapidly from year to year; com- 
panies which are leaders one year 
may find themselves on the toboggan 
the next, because of failure rightly 
to diagnose the approach to some 
vital merchandising situation. Can 
the banker advise properly and de- 
cide properly if he lacks merchandis- 
ing knowledge and counsel? 

The whole situation suggests the 
desirability of advertising to the 
banker, and of advertising with him. 
From the standpoint of finance, it 
indicates that the bank which has 
an advertising connection, through 
which it can get unbiased and expert 
counsel on some of the activities of 
its customers, including those in 
which it may have a financial or 
management interest, is in a much 
stronger position than it would be 
otherwise. 

The banker is in business, and 
that means that he is in advertising. 


ee ee tem 


Walter Camp and the Harvard Awards 


The late Walter Camp made many 
selection of All-American football 
teams on which members of the big 
three, Yale, Harvard and Princeton, 
principally appeared. Now and then 
somebody from Cornell or Dart- 
mouth got on. It was not until the 
Eastern teams began playing with 
the rough boys of the West and find- 
ing the going a bit tough that Mr. 
Camp began to concede that there 
might be some good football players 
on the other side of the Alleghenies. 
Toward the end of his distinguished 
eareer of selecting All-American 
teams, he even visited the West and 
watched some of the games in order 
to be sure of knowing at least some- 
thing about football as it is played 
in the great open spaces. 


G. Ray Schaeffer, advertising man- 
ager of Marshall Field & Co., Chi- 
cago, seems to think that the Har- 
vard Advertising Awards are in 
danger of being determined on some- 
thing resembling the original Walter 
Camp pattern, with the East given 
chief attention and consideration. 
He suggests that geographical rep- 
resentation should be provided for 
on an equitable basis, so that the 
jury of awards will represent all 
sections and all points of view. 

In emphasizing his point, Mr. 
Schaeffer said that the jury should 
be “fifty-fifty” as between the East 


and the West. That was probably 
a faux pas on his part, for the use 
of such a colloquialism, in address- 
ing the Harvard Graduate School of 
Business Administration, may not 
register with the proper amount of 
dignity. But we believe it will be 
understood. 


Judging from the battles which it 
is evident the Western minority en- 
gaged in with the Eastern majority 
in considering the awards for 1930, 
battles in which the West, Mr. 
Schaeffer noted, usually came off 
second, it might be well for the Har- 
vard authorities to issue the awards 
with statements of opinions, follow- 
ing the procedure of the United 
States Supreme Court, and permit- 
ting the dissenters at least to indi- 
cate wherein they believe that their 
brothers erred. 


Advertising, unlike football, can’t 
be reduced to comparative scores. 
Results are not always so evident 
that the advertiser can write the 
specific answer in mathematical 
terms. But from what we have seen 
of the wallop packed by some West- 
ern advertisers and agencies, we 
wouldn’t hesitate to enter a William 
Wrigley, Jr., advertisement of Spear- 
mint or a Pepsodent Amos ’n’ Andy 
campaign against the best that the 
Grand Central zone can offer! 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


228. The Psychology of Fear. 


“Why,” asks this booklet from 
the Frank M. Comrie Co., Chicago 
“should a nation of 120 million 
people, with an annual income of 
$89,000,000,000 and a total wealth of 
$340,000,000,000, whose people save 
$16,000,000,000 a year, suffer from 
‘a psychology of fear’?” Many other 
statistics are quoted to prove that 
fortune is likely to smile on the 
enterprising advertiser. 


229. Information About Cleveland 
Newspapers. 

This book, published by the Cleve- 
land Press, tabulates the total ad- 
vertising volume in each Cleveland 
newspaper for 1930. It tells how 
much of the display was pational; 
how much of the national was gro- 
ceries; how much of the groceries 
was beverages and how much of the 
beverages was the advertising of 
any one account. 


230. Do Women Read “Fortune”? 


Answers to a questionnaire prove 
that all but 11 per cent of the wives 
of subscribers read Fortune. Good 
editing, which included a tabulation 
of adjectives, has made the report 
more useful to advertisers interested 
in the reading tastes of cultivated 
women. Published by Time, Inc., 
New York. 


232. Church Building Plans for the 
Future. 


This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 
able for more uses than worship 
alone. 


225. Those Who Give Can Buy. 


An analysis of the purchasing 
power of Detroit Saturday Night 
subscribers, which leads off with the 
fact that 60 per cent of those who 
gave $500 or more to the community 
charity fund are subscribers to the 
magazine. The reading preferences 
of these 583 contributors and the 
other well-to-do subscribers are 
analyzed. 


231. The Merchandising Department 
of the Chicago Elevated Ad- 
vertising Co. 

This reprint in booklet form de- 
scribes the close co-operation offered 
national advertisers by this Chicago 
organization. Close contact with re- 
tail outlets not only broadens dealer 
good will, but uncovers “hidden dis- 
tribution”—brings the client’s prod- 
uct to a more prominent position in 
the store. 


227. The Oil Industry Turns 
to Tires. 

The Gulf Publishing Company, 
Houston, Texas, has analyzed the oil 
industry in its new function as dis- 
tributor of tires in this 12-page 
booklet. Its conclusion is that “sales 
will flow to manufacturers who can 
furnish the required equipment and 
who learn the peculiarities of the 
petroleum industry, whose buying 
methods differ radically from those 
of others.” 


84. This Man the Architect. 


What are the functions of the ar- 
chitect? Just where does he fit in? 
What is his influence? What does 
he buy? These are some of the 
questions answered in this tiny 


booklet by Charles Scribner’s Sons. 


CHECKING UP ON THE ADVERTISING CLAIMS 


i 


Aina - izers 
Nation 
B Convention 


Old Bill: 


to Coast. 


er 


Bert: Well ’ere we are, Bill, a forty-mile go of it to the 
Convention and Athlete’s Foot starin’ us in the face like. 
Stow yer lip, Bert, I’m lookin’ for the local 
“4Etna-izer—the ads say there’s one wherever you are from Coast 


—From special Aetna edition of Judge 


Who Wants Their 


Contests Reviewed? 

To the Editor: I would like to 
call to your attention a radio fea- 
ture known as the Contest Re- 
viewer, which has been on the air 
over the Pacific Coast stations of 
the Columbia Broadcasting System 
for five months. 

During my talk I review all types 
of literary and popular contests, and 
am seeking new sources of contest 
information. 

I would appreciate hearing from 
you or any of your readers who are 
sponsoring contests. 

Frep A. LANE 
Don Lee, Inc., San Francisco, Calif. 
* * ” 


What Are Leading 
Advertising Topics? 

To the Editor: As chairman of 
the speakers’ committee of the Ad- 
vertising and Sales Roundtable of 
Toronto, I am writing to ask you to 
co-operate with us in laying out a 
program for a series of six meetings 
during the next six months. 

We are trying to identify the sub- 
jects that are being most discussed 
in advertising circles today and 
those which will be dealt with dur- 
ing the next six months. Having the 
subjects, we do not expect any great 
difficulty in getting well known 
speakers to deal with them. 

RoypON M. BARBOUR 
Saturday Night Press, Toronto 


* * * 


Reducing the Ranks 
of Non-Subscribers 


To the Editor: I have been a con- 
stant reader of ADVERTISING AGE for 
over a year and have found it gives 
me the edge over the non-subscribers 
I have met, who, by the way, are 
rapidly becoming fewer and fewer. 

After seven years with Walker & 
Co., outdoor advertising, Detroit, I 
have just made a change to the 
Kunsky-Trendle Broadcasting Corp., 
owners of Station WXYZ, Detroit, 
“The Last Word in Broadcasting,” 
and part of the Columbia Broadcast- 
ing System. 


I mentioned ADVERTISING AGE in 


Voice of the Advertiser 


the office this morning, and much to 
my surprise the same meant nothing 
to the sales manager. That is his 
hard luck, so to bring him up to 
date, please enter subscriptions for 
him and also for the secretary of 
the company, for which I enclose 
check. 
W. COLBURN STANDISH 
a * * 


Sharing Honors with 


“Open Road for Boys” 

To the Editor: I noted with inter- 
est the announcement in ADVERTISING 
AGE of March 14, regarding the new 


movie department of The Open Road 


for Boys. 

You err, however, in stating this 
is the first time a national magazine 
of this character has carried such a 
department. I enclose a tear-sheet 
of our monthly page, “Following the 
Films,” which has appeared in The 
Scholastic for three years. 

S. Z. OPPENHEIM 
Adv. Mgr., The Scholastic, New York 


* * * 


Complaint from Customer 

To the Editor: We are enclosing 
$1 to renew our subscription to 
ADVERTISING AGE. 

We had hoped you would raise the 
price this year, as ADVERTISING AGE 
is worth considerably more than you 
charge for it. 

(Mrs.) AILIEN G. HAMNER 
Virginia Outdoor Adv. Co., 
Lynchburg 
* * * 


All Space-Buying 
one in New York 


To the Editor: Please note that 
beginning March 17, all space buy- 
ing of Moser & Cotins, Brown & 
Lyon, Ine., will be conducted from 
our New York office in the Graybar 
building, the department being in 
charge of Miss C. Veronica Welch, 
formerly space buyer of the Utica 
office. 

It has always been our aim to wel- 
come and co-operate with the men 
who call and this policy continues. 

T. E. Moser 
President 


ome 4 ese aS iat _pee ae fei a i a bi Oe 


—— ot we ctr ome nm = 


oe itigo ow Sy” aia: nai ES ST tag AE ie 2 ee yo age GR Se ee gc nc 7S enn Le ok oe Wo ie a The Meee. Melee. VN RON eS SR lee ee ee Ye Re es A ee Ss, ee ee Se | Se ete og 
ee a eee eam RR tc a We PRL a a eae mnie AS RR ar ae eS ee eas 
Pies, eee oe SS ee ‘in Fico ear wh ao. we s Ts 4 ah ee Bs fle ee da Fy eg . : LEA aa Sat aes, oe Oe coe pa Sg Rr ain so, ie Ne 
ee pluie Psa a tee ee OBR ke age ed, OR TED CURR < dR eae ae a me oe eg kay A ae ee ag ee ph a — an ie en 5a a eee a 
: | eC fF | 
ee ve 
na a | 
as 6 7, ‘i 
eran) a 
- gues OR 
1 , a 
eae " ee | Sa CG 
| a) \ a) 2 
* G 
> | 2 ‘ | 
Om 9, ° 
a ‘ f° ‘ ® 5 
H ity) og \/ s + ath } © 
os / ; +e 
4 f ; 
a T 
pen EEE 4 4 ine PR vel 98 
| OR — 
ee are aa ee 
a8 BS ci ~ , «ypc » ‘ i ea. sdsigipes! 
sa aa Ad “ Dy! \ et Ane 
as ius > ALLL AF hip, 
sf > a“ 
——$—$—————————— i 0€0€O8#; OO tt + P * 
~ ? Ge p “ 
r 2 “ ’ 4 -_ : - 
a ee Oh a ee ‘ 
Sed i gaan | 
e a) ad . wee q “a y . a eC Rees 
. wat PK a ‘ 2 . 
ee bo ee fh Br AE Keni 
| (y” tale KS NE 
l hy, ae \ Sie a BO a Se ) 
ay ee. we man 10 ee Or) hs 
ae Fite teeta _, 
} M- a a a @ ti, Se Sate ty a - ‘ & | 
. all me ne ” OT, . . c 
7 = TO A Sara nf . ‘ 
| { 
: 
‘ 
| 
eC 
Se 
| | 
. a 
3 “S ——— ! 
= as 
ee | 
| | 
| 
| | 
fs 
0 
t 
in 
A 
| n 
| | t! 
_. 
v 
Pe ( A 
‘aa 
si 
tl 
| 
| | i 
St 
Ww 
h 
| o 
ld 
| it 
| Pe 
ee | s 
1 
i 
a 
| i 
ee 
| 


St 


March 21, 1931 


ADVERTISING AGE 


CENTAUR VICTOR 
IN COURT CASE 
OVER CASTORIA 


Other Important Trade -Mark 
Decisions Made 


Washington, D. C., March 19— 
“Castoria,” one of the oldest trade- 
marks in the United States, con- 
tinues to be the property of the 
Centaur Company, New York, the 
Commissioner of Patents dismissing 
the application of McKesson & Rob- 
bins, Inc., also of New York, for 
cancellation of the mark. The Com- 
missioner’s decision confirmed that 
of the Examiner of Interferences. 

McKesson & Robbins sought can- 
cellation under the statute reading: 
“If it appears that the registrant 
was not entitled to the exclusive use 
of the mark at or since the date 
of his application for registration 
thereof, the Commissioner shall can- 
cel the registration.” 

Under this law, McKesson & Rob- 
bins contended that “during the year 
immediately preceding the date of 
the application for the registration, 
‘Castoria’ was in wide and extensive 
commercial use by various manufac- 
turers as the name of a preparation 
simulating that upon which the Cen- 
taur Company used the word, and 
therefore the registration was in 
violation of the statute.” 


Recall Old Suit 


The evidence showed that the Cen- 
taur Company has used “Castoria” 
for nearly half a century and that 
it sought to enforce its exclusive 
rights to that mark as early as 1896, 
when it filed suit for alleged in- 
fringement. In that suit, decided in 
1898, the court held that the Centaur 
Company had no exclusive right to 
“Castoria,” because the name had 
become public property on the ex- 
piration of the patent about 1885. 
The defendant, Heinsfurter, was 
permitted to continue the use of the 
trade-mark. 

“Without pursuing further the 
question of the right of the Centaur 
Company to the registration,” said 
the Commissioner of Patents, “this 
case will be disposed of on the 
ground that McKesson & Robbins 
are not damaged by the registration. 

“The long period the registrant 
has been using the trade-mark, as 
shown in its registration, the large 
amounts spent in advertising, the 
extensive sales of its goods under the 
trade-mark, incline to the view that 
the petitioner, who began use of the 
mark only in 1928 and has used it 
to a limited extent, is not damaged 
by the registration over the damage 
it must suffer by reason of the reg- 
istrant’s prior and extensive use. 

“There is nothing to show any 
overt act against the petitioner or 
that its use of ‘Castoria’ has been 
interfered with or threatened.” 


Bar “Silkenese” 


The Court of Customs and Patent 
Appeals ruled that “Silkenese’’ is 
not registrable as a trade-mark by 
the Vanity Fair Silk Mills for wom- 
en’s undergarments. The opposer 
was the Celanese Corporation of 
America, which appealed from an 
adverse decision of the Commis- 
sioner of Patents, who had reversed 
the Examiner of Interferences. 

“From a careful examination of 
the record,” said the Court, “we are 
satisfied that the tribunals below 
were right in holding that appellant 
has used its trade-mark ‘Celanese’ 
on yarn, fabrics, and garments since 
long prior to any use by appellee of 
its mark ‘Silkenese’; and that the 
goods of the respective parties pos- 
sess the same descriptive properties. 

“It appears that, prior to the year 
1927, Vanity Fair had been engaged 
in the manufacture of piece goods 
and garments composed of silk; that 
it used the trade-marks ‘Vanity 
Fair’ and ‘Vanitysilk’ on those prod- 
ucts; that it was not until March, 


Beauty Shops Get 
Old Gold Samples 


New York, March 19—The P. 
Lorillard Company has turned 
to beauty shops in its sampling 
compaign on Old Gold ciga- 
rettes, sending a velour pack- 
age of 50 to thousands of 
such establishments with the 
suggestion that they place 
them in their reception rooms 
as a convenience to customers. 


1927, that the company began the 
manufacture of so-called artificial 
silk products; and that, when it did 
so, it decided to advertise and sell 
them under the trade-mark ‘Silken- 
ese.’ 


“Celanese” Was First 


“At, and prior to, that time, ap- 
pellant’s products and its mark 
‘Celanese’ had been extensively ad- 
vertised and were generally known 
throughout the United States. 

“The goods of the respective par- 
ties are sold in the same stores and 
to the same class of people. Further- 
more, they are so nearly alike in 
appearance and texture that, if sold 
under similar trade-marks, confu- 
sion would likely result. Neverthe- 
less, Vanity Fair selected a trade- 
mark closely simulating the trade- 
mark of appellant. 

“It is true that the marks are not 
identical and that they differ to 
some extent both in sound and in 
appearance. However, the public 
should not be required to analyze 
trade-marks with scrupulous care, 
nor should it be compelled to resort 
to a study of etymology in order to 
avoid confusion and mistake. 

“We are of opinion that the marks 
are confusingly similar, and that 
the applicant is not entitled to have 
its mark registered.” 

The Lyons Storage Battery Com- 
pany was unsuccessful in its effort 
to register “Ethyl” as a trade-mark 
for storage batteries, the Commis- 
sioner of Patents confirming the de- 
cision of the Examiner of Interfer- 
ences, who sustained the opposition 
of the Ethyl Gasoline Corporation. 

The Commissioner held that since 
motor fuel and storage batteries are 
used in automobiles, “one familiar 
with the trade-mark and goods of 
the Ethyl Gasoline Corporation and 
seeing the same mark on a battery 
would think the latter had its origin 
with the gasoline producer.” 


QUART OF MILK 
WITH EACH TIRE 


Detroit, Mich., March 19.—Ned’s 
‘Auto Supply Company, located in an 
yutlying district of Detroit, recently 
sxelebrated its 11th anniversary by 
selling 700 tires in one day, with the 
aid of milk, sugar and coffee. 

Here were some of the induce- 
ments offered car owners: A quart 
of milk with every dollar’s worth of 
tires; a special 4.75 by 19 tire for 
$5.90 and five pounds of sugar free; 
a 13-plate battery at $5.75 with a 
pound of coffee free; and a 15-plate 
battery and a pound of coffee at 
$7.50. 

Accessory item specials with free 
foodstuffs were internal brake ad- 
justing for $1, pound of coffee; a 
Simonize special of a can of cleaner, 
ean of polish, polish cloth, for $1, 
pound of coffee; Duco No. 7 special, 
one can of liquid polish, one can of 
luster cream, polish cloth, for $1, 
one pound of coffee; 

A $7.50 Arvin manifold heater for 
$3.50, five pounds of sugar and a 
pound of coffee; a $6.50 Arvin mani- 
fold heater, for $3.25 and five pounds 
of sugar and a pound of coffee; and 
Model A Ford heater at $2.25 and a 
pound of coffee free. 

Just to vary the monotony, Ned 
Gershenson, the owner, carries a 
stock of radios. 


Start New Weekly 


The Anniston (Ala.) Tribune has 
begun publication as a weekly. Rob- 
ert W. Shortnacy is publisher, and 


John H. Acker advertising manager. 
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Flat...not riolod .:. 


Mmersnned the readability 


of these magazines... 


LL Hearst Business Magazines are mailed 

flat. It costs more to do this... but we 

gladly pay this extra sum, for it is the price 
of greater readability. 


We devote much time, money and effort to 
preparing our editorial pages. Our con- 
tributors include the foremost authorities 
in their fields. Stories, articles and: covers 
bear excellent illustrations. Every effort is 
made to catch the interest of our reader- 
audience. How illogical it would be to spoil 
the readability of our magazines by mailing 


them rolled. 


The greater-than-average reader interest in 
Hearst Business Magazines is important to 
you. It increases many times the selling pow- 
er of your advertising in these magazines. 


Bearct Muestmece Mineaxzines 


MOTOR 


AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 


57th Street at Eighth Avenue, New York, N. Y. 
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Smith New President 
of Canadian Agents 


Adam F. Smith, of R. C. Smith 
& Son, Ltd., Toronto, was elected 
president of the Canadian Associa- 
tion of Advertising Agents at the 
annual meeting in Toronto this week. 
He succeeds H. R. Cockfield, of 
Cockfield-Brown, Ltd., Montreal. 

Others elected: vice-president, 
Russell C. Ronalds, Ronalds Adver- 
tising Agency, Montreal; directors, 
George H. MacDonald, George H. 
MacDonald, Ltd., Toronto; E. W. 
Reynolds, E. W. Reynolds & Co.; 
William E. Cox, Norris-Patterson, 
Ltd., Toronto; B. H. Bramble, Baker 
Advertising Agency, Toronto. 


New Brokerage Business 


Curtis, Olney & Co. has been 
formed in New York to conduct a 
general brokerage business in pub- 
lishing properties. 

William B. Curtis, president, has 
been with a number of business 
papers, while J. F. Olney, treasurer, 
was connected with the Harris-Dib- 
ble Company. 


Blossom Names Hicks 


Blossom Products, Ine., New York, 
maker of Blossom bloomers for 
women and LeSavoy athletic under- 
wear for men, has placed its ac- 
count with the Hicks Advertising 
Agency, New York. 


“Whittlings’’ 
Is Winning A 
Big Following 


New York, March 19.—‘Whit- 
tlings,” a column which the Ameri- 
can Pencil Company instituted with 
some misgivings in its page adver- 
tisements in The Saturday Evening 
Post, has taken such a hold on 
popular fancy that it will be made 
a regular feature of the copy in this 
magazine. 

“Whittlings” is written in rather 
informal style. It serves as a catch- 
all for ideas originating in the 
advertising or sales departments of 
the company or in Batten, Barton, 
Durstine & Osborn, the agency. 
Salesmen and factory employes con- 
tribute and the column has inspired 
a number of readers of the Post to 
send in their thoughts. 

J. K. Reckford, president of the 
company, takes a good deal of in- 
terest in the column and occasionally 
offers a suggestion himself. In short, 
the “Whittlings” department bids 
fair to compete with editorial fea- 
tures in popularity. 


[WHIT TLINGS 
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JACK OF ALL TRADES 
—and master of all. The new Venus 
“Universal” Erasers prove it. They 
rub out pencil marks, question 
marks, ink marks, typewriter marks, 
foot marks, German marks, book 
marks—all marks. 


r 5 rv 
The new column featured 


in the American Pencil Com- 
pany’s advertising. 
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-Booklet- 
Calendar 


Daily Friendly Contacts 


Sr IS ASKING the prospect 


or a customer a lot to request that he 
retain your advertising and refer to it 
daily. That is just the recognition that 
is given to the booklet calendar. It’s 
new and it’s different. The booklet cal- 
endar represents seventy-five per cent 
utility and twenty-five per cent advertis- 
ing. Because of its utility it is retained 
and is referred to daily and many times a day. The booklet 
calendar is the perfect tie-up between other mediums of 
advertising and your merchandise or services. 


Ghe 


Acorn 
PRESS 


* OMAHA, NEBRASKA 


May we give you further fads and 
suggest a possible use of this new ad- 
vertising medium for your business? 


1214-1216 HOWARD STREET 
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Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 


branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon 


Advertising Age, 
537 S. Dearborn St., 


Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order). 


DEATH TAKES 
ORIGINATOR OF 
PAINT UP IDEA 


Allen W. Clark, Publisher, Dies 
in St. Louis 


St. Louis, Mo., March 19—Allen 
W. Clark, 63, founder, president and 
treasurer of the American Paint 
Journal Company, died at St. Luke’s 
Hospital after a brief illness of 
pneumonia. 

J. Leyden White, 56, editor of the 
American Paint and Oil Dealer and 
managing editor of the American 
Painter and Decorator, followed his 
chief to the grave a few days later, 
dying at his desk of a heart attack. 
Mr. White’s editorial, “Should Mas- 
ter Painters Be Licensed?” received 
honorable mention in the 1927 
awards of the Associated Business 
Papers, Inc. > 

Mr. Clark established the Amer- 
ican Paint and Oil Dealer, the first 
of his papers, in September, 1908, 
and the second issue of that publica- 
tion carried on its cover the original 
story of the Venus statuette, repre- 
senting “The Soul of the Clean Up 
and Paint Up Campaign,” which Mr. 
Clark fostered and which he an- 
nounced in May, 1912, as a “free 
service bureau” of his publication. 

Finally Recognized 

It was not until the fall of 1913, 
however, that the movement received 
official recognition with the appoint- 
ment by the National Paint, Oil and 
Varnish Association of a Clean Up 
and Paint Up committee. 

Mr. Clark repeatedly offered the 
National Clean Up and Paint Up 
Campaign Bureau, the ownership 
and responsibility for which was 
vested in the American Paint Jour- 
nal Company, to the National Asso- 
ciation and in 1925 the offer was ac- 
cepted, the Bureau being moved to 
New York. 

Mr. Clark started the American 
Paint Journal in 1916 and the Amer- 
ican Painter and Decorator in 1924. 
Another paper, American Modes in 


Painting and Decoration, to carry no 


advertising, but to educate the trade 


so that it might offer intelligent sug- 


gestions to women, was launched in 
1929. 


Mr. Clark was one of the founders 


of the Associated Business Papers, 
Inc., a member of the National Press 
Club, Washington, and numerous 
other social and business organiza- 
tions. 


Two sons, Charles-Allen Clark 


and Cummings C. Clark, who were 


associated with Mr. Clark in busi- 
ness, died several years ago. 


New Organization 


Makes Transcriptions 


Radio Transcriptions, Inc., 
been established in New 
spot broadcasting. 

Rudy Wiedoeft, radio star, is mu- 


sical superviser, with H. Emerson 


Yorke, former sales production man- 
ager of the Eastern phonograph di- 
vision of the Brunswick Company, 
as production manager. 


“Industrial Engineering” 
To Have New Title 


Effective with the April issue, Jn- 
dustrial Engineering, published by 
the McGraw-Hill Publishing Co., 
New York, will become Maintenance 
Engineering. 

The change recognizes the broad- 
ening function of maintenance engi- 
neering in industry. 


Start “Flow Sheet” 


The Chemical Catalog Co., New 
York, has begun publication of “The 
Flow Sheet,” a monthly house organ. 
It will carry engineering data and 
references to new bulletins and prod- 
ucts of Chemical Engineering Cata- 
log space users. 


has 
York to 
make electrical transcriptions for 


PUBLISHER PASSES 


Allen W. Clark 


KAYSER INVADES 
MEN'S WEAR FIELD 


New York, March 19.— Basing 
their decision on the belief that 
women serve as purchasing agents 
of furnishings for the male members 
of their families, Julius Kayser & 
Co., who have manufactured women’s 
hosiery, underwear and gloves for a 
half-century, will do no special ad- 
vertising of its new line, men’s half- 
hose, for the present. They believe 
that the momentum created by long 
advertising to the feminine world 
will carry the product a long way. 

The men’s hose is made to retail 
at $1. Men’s specialty shops and 
haberdashery departments are being 
added to the company’s outlets with- 
out any expansion of the staff of 65 
Kayser salesmen. 

“We are going to depend on the 
salesmen to place the line in retail 
shops,” said Alexander Grossman, 
manager of the hosiery department, 
“and on our reputation as a manufac- 
turer of women’s hosiery, built up 
by advertising, for consumer accept- 
ance.” 

The Kayser company recently sup- 
plemented its women’s line by the 
addition of men’s underwear. Ac- 
cording to Mr. Grossman, the line 
met immediate acceptance, both 
from consumers and the trade. 

Kayser hosiery has been exten- 
sively advertised for some years in 
nearly all standard mediums. Lately, 
however, most of the appropriation 
has been concentrated in newspapers 
in a tie-up with local dealers, aug- 
mented by outdoor advertising and 
special store displays. 

The Kayser advertising is handled 
by Young & Rubicam, Donald Payne 
being account executive. Miss Gay 
Walton is the Kayser advertising 
manager. 


Advertising League 
Holds Annual Dance 


The annual dinner-dance of the 
League of Advertising Women of 
New York was held at the Hotel 
Roosevelt March 17, with 500 guests 
present. 

Rebekah S. Hufcut was chairman 
of the dinner committee, which in- 
cluded Bernice Ormerod, president; 
Bertha Bernstein, Emily E. Connor, 
Mildred Kallfelz, Laura Rosenstein, 
Ethel C. Turner, Elsie E. Wilson 
and Mae Shortle. 


Tool Companies 


Merge Destinies 

The Goodell-Pratt Company, 
Greenfield, Mass., and the Millers 
Falls (Mass.) Company, tool manu- 
facturers, have merged, under the 
latter’s name. 

The Millers Falls Company dates 
back to 1868. George U. Hatch, 
vice-president in charge of sales, is 
given much of the credit for its re- 
cent success. 


Hotel Has Agency 
The Croyden, apartment hotel of 
New York, has retained Needham & 
Grohmann, who will use newspapers, 
magazines and direct mail. 


IMMIGRANTS ARE 
QUICK TO ADOPT 
U.S, STANDARDS 


Viadeck Talks on Foreign Lan- 
guage Press 


Boston, Mass., March 19—A vivid 
picture of the non-English speaking 
market of the United States was 
painted before the Advertising Club 
of Boston recently by B. C. Vladeck, 
general manager of the Jewish 
Daily Forward, New York. 

Mr. Vladeck said that a recent 
analysis indicated that this market 
is growing, instead of losing ground. 
For instance, the Jewish press has 
2,000 more readers today than ten 
years ago. 

“Many advertising men think the 
buying power of the immigrant is 
below that of the average Amer- 
ican,” he commented. 

“There is a street in New York 
called Delancy Street. It is on the 
lower east side where many Jews 
and Italians are living. You will 
find in that street more stores selling 
Stetson hats, Manhattan shirts and 
high priced perfume in larger quan- 
tities than in any other street with 
the exception perhaps of upper New 
York. If a foreigner gets a little 
money, he lives in a way that meets 
his conception of the American 
standard.” 


Many in Business 

Mr. Vladeck said that he was sur- 
prised to find, in analyzing the cir- 
culation of his own paper, that 85 
per cent of the subscribers have 
stores or businesses of their own. 

“Advertising in the foreign lan- 
guage press is not as simple as 
many think,” he continued. 

“Many years ago we carried a 
Boston account which had for its 
slogan ‘chuck full of almonds.’ 
When I received the copy it read in 
Jewish ‘chock full of emmonds.’ 

“That word in Jewish means a 
fellow who has lost his wife and 
translated would have meant, ‘chock 
full of widowers.’ 

“On the other hand, there are ad- 
vertisers who have made tremendous 
successes by hiring people who are 
qualified to handle their accounts in 
the different languages. 

“One is Maxwell House coffee. 
They have used in the past five or 
six years not less than 50,000 lines 
and for two years in succession be- 
tween 60,000 and 70,000 lines. They 
have told us many times that they 
have received wonderful results. 


Regarded As Advisers 


“Every foreign language news- 
paper is not only a newspaper but 
also an adviser, a leader. When we 
say something our readers don’t like, 
our post office branch on the east 
side has to put on extra letter car- 
riers. We can’t get away with it. 
On the other hand, if we make an 
appeal, our readers respond in full 
measure. We have cited cases of 
widows or persons in unfortunate 
circumstances which have brought 
contributions of 15 to 20,000 dollars 
in dollar bills and 25 cent pieces.” 

Mr. Vladeck said the foreign lan- 
guage press is actively urging its 
readers to learn English. The For- 
ward at one time ran a series of les- 
sons in English. 

It also maintains a department of 
naturalization which has helped over 
180,000 Jewish immigrants in New 
York City to become American citi- 
zens. It also published eight vol- 
umes of American history in the 
Yiddish language which it gave as 
premiums at a loss. 

Mr. Vladeck explained that what 
he said of his publication was largely 


true of the entire field. 


; cig ee me ee eae Caran Pee Bc eg Soe en an Rene Sipe) te ee by , aS rok or eS ee meas tea ge St aes ee) eee a ee gl Bt a rae. a chit es 
ee . eats ee, a coe ge es tee ON sgh Tie aes Baerga dmatet MUON F IN IR | don Oe UR fae ca ee heme ee Cy mmee Magee. fe sir ce Maeno SIs a MN lo tae a Oa Are gare 
Ce ae eg ne ee eA Ae , bee f ape pe eg ta te aay aes eae 4 eee Be eee ae ae Pail i whe te Pg ees cee ae PS me ese ie oe 
LS RRP SE PRS ceria rar gC OUur eg nae cai) emmy > cake Mee” e oeeeenauanes oe” Ta nee, een Per Coating Tea ee ee NO ile i ner Ge ee a ae a es 
a a. nae % 7 = ¥ 4 lat = a i E - eS oor m " _ i . 
ae a 
eos 
am ee a: 
- eee NN — 
a , O_O ee OC O-.;}._ lh | | re | 
eis | 
: ye Se <r We ; 
bat ie —— Ss noe ' 
| ) a 25 ‘ 
| Se ae 
oy Figs he 4 is : 
a i ey ee i i a 
| — (ae 
- _ ore 
ive i) ; - 4 fet \ 
oo Cl ae 
tr | a am ae uy r a Bhs : | 
| an 
ee ae 
ee ee. See hc * a 
Rs es be ae & % a: 
© ine , ‘ id J / 
| ie ee a e 
mae 2 oh ey res 
= a 4 Y ro oe 
Se } sks 
| , ‘es he vy me | 
} da: as ogee ae ? : ite 
ee a ey 
Po cA 
. ha : c : ie 
| | 
4 ee 
| | 
7 | 
a 
NN —————————————eeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeueEOee 
| 
- Po 
ae 
ere” ag 
Nee 
aie 
Srna: | 
; ; a 
| 
ee | 
| | 
| 
' 
i 
| 
| | 
' 
meme me wees sas meee See ern ee en me me ne ne te mee meee enim Seer te ER ee cote ee Sate Sa oe | 
Po | | 
ae 
ee | | 
N:; | 
ame we 2. oe Oo 2 .@&@ @ @ ®& J. mo me ss me 2 ¢ ef 
| | 
NR NS) Se 
eee | | 
; \ , 
: : , . \ 


—_ 


we 


March 21, 1931 


ADVERTISING AGE 


7 


FEMININE AGENT 


Leonora de Lima Andrews 


Miss Andrews has formed Liter- 
ary Commodities, Inc., as a co- 
operative advertising agency in 
New York. She is in charge of new 
accounts and production. 

K. Alexander is art director and 
vice-president. Patricia W. Cassel- 
man is secretary. Alice Eldridge is 
another member of the staff. 


MARGARINE LAW 
CALLED BLOW T0 
ADVERTISING 


Washington, D. C., March 19— 
The Brigham Bill, placing a tax of 
10 cents a pound on yellow oleomar- 
garine, whether or not artificially 
colored, will diminish the 1931 vol- 
ume of advertising unless the dairy 
interests, encouraged by their vic- 
tory, use more space than hereto- 
fore. President Hoover signed the 
measure. 


A law passed in 1902 imposed the 
10-cent tax on margarine colored 
yellow by artificial means. Follow- 
ing a ruling by the Commissioner of 
Internal Revenue in November, 1930, 
exempting yellow margarine which 
owed its color to its ingredients, 
manufacturers of naturally colored 
margarine launched extensive adver- 
tising campaigns. 


The foremost was the John F. 
Jelke Company, Chicago, which sup- 
ported its Good Luck brand with 
$100,000 worth of magazine adver- 
tising in 1930. 


For the present, at least, there 
will be little advertising of white 
margarine, because of sales resis- 
tance and the restrictions placed 
on margarine advertising in some 
states. 


Adverse Legislation 


Some of these laws prohibit the 
use of any word applicable to dairy- 
ing. As the principal ingredient of 
margarine is milk, it is impossible 
to state the composition of the prod- 
uct in the advertising. 


Other laws tax dealers as much 
as $1,000 a year and forbid restau- 
rants and institutions to serve mar- 
garine. A bill passed in Wisconsin 
made the sale of margarine illegal 
on any basis. This measure, how- 
ever, was held unconstitutional. 


In order to distribute its product 
nationally, the Jelke Company has 
been packing a capsule of coloring 
matter with white margarine. The 
new law does not affect the demand 
for this pack, and the company will 
endeavor to substitute this product 
for yellow margarine in other mar- 
kets. 

The margarine industry argues 
that the Brigham Bill is unjust be- 
cause American farm products are 
the exclusive ingredients of many 
margarines and the principal ones 
in the remainder. They also argue 
that margarine at 20 cents a pound 
reaches a market which cannot buy 
butter at 30 cents. 


Application Is 
Filed by New 
Radio Chain 


Washington, D. C., March 19— 
Creation of a “local chain” of 800 
broadcasting stations is proposed in 
an application filed with the Federal 
Radio Commission by Community 
Radio, represented by C. R. Cum- 
mins, of Williamsport, Pa., as trus- 
tee. 

In an oral explanation of the 
project, Mr. Williams said that 
$6,500,000 has already been pledged 


and the new organization stands 
ready to post $250,000 in cash as a 
guarantee of good faith. 

Ownership of any and all stations 
licensed under the application would 
be vested in Community Radio. 

The application requests author- 
ity for the establishment of 267 new 
local stations in 16 states of the 
East and West as the first step in 
the project. These stations would 
be located in as many cities and 
towns, having an aggregate popula- 
tion of 7,396,789. 

The plan is, Mr. Cummins ex- 
plains, to establish and operate 400 
such community stations in the East 
and Middle West alone, as compared 


to the some 200 local stations now 
licensed for the entire country. 


A wire-program service, corre- 
sponding to the chain programs now 
furnished by the radio networks, 
would be served to such community 
stations in other parts of the coun- 
try, together with electrical tran- 
scriptions or phonograph recordings. 


Tim LeQuatte Ill 


Tim LeQuatte, executive vice- 
president of the Advertising Feder- 
ation of America, New York, under- 
went an operation at Johns Hopkins 
Hospital, Baltimore, recently, and is 
confined to that institution. 


Name Calkins & Holden 


The International Paper Company 
has appointed Calkins & Holden, 
New York, to direct the advertising 
of the Mulch paper division. 


Taliaferro Is Dead 


George James Taliaferro, 47, for 
many years an advertising repre- 
sentative of the Kansas City Jour- 
nal-Post, died at his home March 11. 


Start New Daily 


The Athens (Tenn.) Post-Athe- 
nian began publication March 16 as 
an evening paper, except Sunday. 


VOGUE. 


Illustration by Carl Erickson, for years a Vogue Artis 


GOOD TASTE . «the Polestar which holds 


Vogue onthe course of leadership 


Vogue is edited as an authoritative guide to the art of living 


with style. 


Good style is in a sense conservative. 


conservative . 
it is published*. 


customs as seem to have more then ephemeral value . 


In that sense Vogue is 
. . as are the women of taste and position for which 


Therefore, Vogue emphasizes such fashions and 


. . portraying 


styles which are characterized by appropriateness and charm rather 
than bizarre pretentiousness, by restraint rather than by flamboy- 


ance . 


. . giving space neither to fiction nor to any other “popular” 


feature which does not contribute to the basic service of the magazine. 


This very singleness of purpose is another reason for Vogue's 
popularity with those enormously influential women who are the 
most coveted customers in the world today. These women think of 


Vogue as being intimately and exclusively their own . . 
-more than a completely-rounded guide to the mode . 


tion, really, to charming and gracious living. 


. something 
. . an inspira- 


It is Vogue’s unique authority and prestige which accounts for the 
notable fact that — with 130,000 circulation — Vogue carries, year 
after year, more advertising than any other woman’s magazine in the 


world. 


*For Example: 


newsstand buyers. 


VOGUE * 


In New York’s Colony Club 26.2% of the mem- 
bers subscribe to Vogue. It is estimated that at least 11% more are 


VANITY FAIR * 


One of the Condé Nast Publications, Inc. 
HOUSE & GARDEN 
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Sane Created 
New Standards 
in His Field 


New York, March 19—Edward S. 
Cone, president of Cone, Rothenburg 
& Noee, who died suddenly in New 
York last week, not only saw meth- 
ods in the representatives’ field revo- 
lutionized during his 36 years in the 
business, but he was largely respon- 
sible for many of the innovations. 

When Mr. Cone became a partner 
in the J. E. Van Doren Special 
Agency in 1894, there were compar- 
atively few advertising agencies and 
newspaper representatives. The con- 
ventional method was for the repre- 
sentative to maintain contact with 
the agency and hope that some of 
his papers would be on the list when 
the schedule was made. 

Mr. Cone opened a Chicago office 
for Van Doren and in 1910 bought 
an interest in the company, the name 
being changed to Hand, Knox & 
Cone. In the interim, with the ad- 
vertising field broadening rapidly, 
he realized the need for more accu- 
rate information about local markets 
and for closer contacts with adver- 
tisers. Many of the newspaper sur- 
veys made in those years were the 
result of his insistence. 

Prior to entering the representa- 
tives’ field, Mr. Cone, who was 60 
years old, served N. W. Ayer & Son 
and the Andrew Cone Advertising 
Agency, of which his brother, Fred- 
erick H. Cone, was and is president. 

Mr. Cone is survived also by a 
widow, Mrs. Letty Cone. 


Get Coffee Account 
The advertising of H & K coffee, 
a product of the Hanley & Kinsella 
Coffee & Spice Co., St. Louis, has 
been placed with Lake-Dunham- 
Spiro-Cohn, Memphis. 


JUDGE’ ISSUES 


AETNA SPECIAL| 


Hartford, Conn., March 19.—As a 
reminder of the good things in store 
at the Aetna-izers’ national conven- 
tion here in August, a special Aetna 
edition of Judge, prepared jointly by 
the company’s publicity department 
and the art and editorial depart- 
ments of the New York magazine 
has been sent to every agent of the 
Aetna Casualty & Surety Co. 


This is believed to be the first 
time that a national publication has 
published an issue devoted entirely 
to one organization. 

A new business production cam- 
paign has been in progress among 
Aetna agents since last fall and it 
's believed the special edition of 
Judge will banish any lingering 
doubts among them as to the advis- 
ability of garnering enough business 
to entitle them to come to Hartford 
as guests of the company. The con- 
test runs to May 31. 

The Judge offering includes special 
drawings by Bruce Bairnsfather, 
Jefferson Machamer, Frank Hanley 
and others, in addition to a rousing 
poem, “Song of the Aetna Men,” by 
Arthur L. Lippmann. Stanley F. 
Withe is the Aetna publicity man- 
ager. 

Aetna has made a 25 per cent 
increase in its 1931 advertising 
appropriation, running in The Satur- 
day Evening Post, Collier’s, Time, 
The Literary Digest, Fortune, Amer- 
ican Magazine, National Geographic 
and Judge. The copy features the 
fact that an Aetna automobile policy 
is acceptable in every state in the 


Union. 
In addition, there is an imposing 
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CLOSING THE SALE 


Aetna agents, like the Northwest 
Mounted Police, always get their 
man, according to Judge. 


array of sales helps, most of which 
are provided without charge. 


Phil Battelle with 
“Western Advertising” 


Phil Battelle, of Los Angeles, sec- 
retary-treasurer of the Pacific Ad- 
vertising Clubs Association, has 
become Southern California manager 
of Western Advertising, San Fran- 
cisco. 

Mr. Battelle recently sold Automo- 
tive Service Management. 


Directs Retail Stores 


Earnway Edwards has been ap- 
pointed general sales manager of the 
retail stores of Montgomery Ward 
& Co., Chicago. He has been with 
the organization for 15 years. 


POM 


NO FINER CIRCULA- 
TION, NO GREATER 
PURCHASING POWER 
AVAILABLE ANY- 
WHERE AT ANY PRICE 


Preferred Quality Magazines + Atlantic, Current History, Harpers, Scribner's 


ONE ORDER 
ONE PLATE 
ONE BILL 

ONE RESULT 


“Post” Congratulates 
Proud New Parents 


The Birmingham (Ala.) Post has 
placed a new box at the top of its 
birth column, reading, “The Post 
congratulates these proud parents.” 

The column gives the names of 
the parents, with the notation, “It’s 
a boy,” or “It’s a girl.” 


Agency for Cosmetics 

Helena Rubinstein, Inc., New 
York, has placed its advertising 
with Benton & Bowles, of that city. 
Magazines, newspapers and roto- 


gravure will be used. 


Plates 


“PP & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


P & A” Service is evidenced in the 
eo-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Advertising 


Electrotypes 


Nickeltypes 


Lead Moulds 


Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street 


* Chicago 


CH EAE EE AES a, TE ER, ae is bs i Sk 


Has Switch Account 


The Charles W. Hoyt Company, 
New York, is now directing the ad- 
vertising of M. H. Rhodes, Inc., New 
Haven, maker of “Mark-Time” and 
automatic electric time switches. 


Dissolves Association 


Federal Judge Coleman, New 
York, has ordered the dissolution of 
the Bolt, Nut and Rivet Manufactur- 
ers Association, holding it has vio- 
lated the Sherman anti-trust laws. 


Appointed by “Guide” 

Mitchell & Wright, St. Louis, are 
representing the Indiana Farmers 
Guide, Huntington, in that territory. 


Fields’ New Role 


J. E. Fields, vice-president and di- 
rector of the Chrysler Corp., Detroit, 
has been appointed president of the 
Chrysler Sales Corp., in addition to 
his other duties. 


Crawford with Agency 


After five years with the adver- 
tising department of the Celotex 
Company, Chicago, T. R. Crawford 
has joined M. Glen Miller, agency of 
that city. 


@ ADVERTISING 
CALENDARS 


- - » Business Advertising Cal- 
endars. 
+ + « Cooperative Dealer Calen- 
° Agency Imprint Calendars, 


- Postage Saving Features. 
- Special Calendars to order. 


PROPER PREPARATION 
AND SERVICE 
Give us an idea of your prefer- 


ences and ill d les— 
ne obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 
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Women in 
Advertising 


a + 
————— SO _——t—‘( 


Lea Nathan 


Omaha, Neb., March 12—In the 
first flight of the 18 Omaha women 
who have made a profession of ad- 
vertising is Mrs. Lea Nathan, who, 
at present, is in charge of display 
advertising of dyers, cleaners, jew- 
elers and florists for the Omaha 


. World-Herald. 


Her newest achievement is a suc- 
cessful co-operative campaign for 
Omaha cleaners, which drew warm 
praise from The National Cleaner 
and Dyer. 

Mrs. Nathan also finds time to 
conduct the fashion page for the 
World-Herald, writes the page fea- 
ture “Shopping with Winnie Wise” 
in the Sunday edition, and has 
charge of educational publicity, in 
which department she has produced 


“As the Twig 
is Bent— 


so the Tree’s Inclined” 


How easily your advertis- 
ing message is read and 
accepted by teen-age girls. 
At this impressionable age, 
their lifetime buying pre- 
ferences are formed. 


An attempt to change such 
a preference, later, requires 
the force of a vastly more 
expensive Campaign. 


Therefore, more than forty 
national accounts are using 


AmeriéanGirl 
THE MAGAZINE FOR ALL GIRLS 
Published by Girl Scouts, Inc. 
670 Lexington Ave., New York 
Chicago 
POWERS & STONE, Inc. 

First Nat'l Bank Bldg. 


N. E., N. Y. {except N. Y. C.} 
Powers & Stone, Inc. 
369 Lexington Ave., N. Y. C. 


Philadelphia 
’ HARRY E. HYDE 
548 Drexel Building 


Member A.B.C. 
POACEAE MEER 


increased lineage for four consecu- 
tive years. 

As president of the Omaha Wom- 
en’s Advertising Club, Mrs. Nathan 
uses her influence to have speakers 
entirely outside the newspaper fra- 
ternity, holding that it is well to 
hear the other fellow’s view at every 
opportunity. 

She believes that physical condi- 
tion has much to do with success and 
has made hobbies of hiking and rid- 
ing. As for reading, she says: 

“All advertising journals are my 
meat. Also, I read women’s fashion 
papers regularly. When my brain 
is fagged and physical recreation is 
not available, then give me a good 
mystery story.” 

On the subject of business, Mrs. 
Nathan declares that she enjoys 
group selling, regardless of how 
hard-headed the men she has to deal 
with may be. 

“Advertising is just an interesting 
game to me,” she says. “The best 
player wins and a woman can do it 
just as well as any man.” 


Horse is Still 
King, Harness 
Copy Asserts 


Cincinnati, O., March 12—Based 
on the idea that while mechanical 
power on the farm is making con- 
sistent gains, the harness dealer still 
has plenty to advertise, a campaign 
sponsored by the Spokesman and 
Harness World is causing one of the 
oldest industries in the country to 
exhibit new signs of life. 

The harness paper recently con- 
ducted a contest for the most effec- 
tive copy used by dealers in their 
local papers. The contest indicated 
that the reason harness retailers 
don’t advertise aggressively is that 
most of them feel incapable of pre- 
paring copy. 

Spokesman and Harness World 


fthen arranged to provide copy and 


either cuts or mats to dealers at 
cost, and a large number took ad- 
vantage of this service. 

The campaign is now explaining 
multiple hitches, which permits the 
use of any number of horses as a 
single unit. 

The copy is written by James A. 
Lockhart, of New Brighton, Pa., un- 
aer the direction of John R. Carring- 
ton, editor of the harness publica- 
tion. 


50 Per Cent of 
Silverware Sold 
Direct to Dealer 


Washington, D. C., March 12—Of 
$30,804,000 worth of silverware sold 
in 1929, 49.5 per cent went direct to 
retailers, the Bureau of the Census 
reports. Another 36.6 per cent 
moved through manufacturers’ own 
wholesale branches, while wholesal- 
ers proper accounted for 11.7 per 
cent. The remaining 2.2 per cent 
went to commercial and industrial 
users. 

Wholesalers were the largest dis- 
tributors of chocolate and cocoa 
products, handling 69.3 per cent of 
the 1929 total of $107,818,000. Re- 
tailers took 16.4 per cent; manufac- 
turers’ own sales branches, 9.1 per 
cent, and industrial consumers, 5.2 
per cent. 

Sales direct to users accounted for 
70.4 per cent of the $34,505,000 of 
leather belting sold in 1929. Dealers 
bought another 21.7 per cent and 
sales to manufacturers’ sales 
branches accounted for the remain- 
ing 7.9 per cent. 

Manufacturers of biscuit and 
crackers sell principally to their 
own wholesale branches, which took 
53.9 per cent of 1929 sales of $276,- 
130,000. Retailers bought 34.4 per 
cent; wholesalers, 8.0 per cent, and 
manufacturers’ retail branches, 3.1 
per cent. Hotely and restaurants 
bought 0.4 per cent direct, while 0.2 
per cent was sold direct to homes. 

Wholesalers bought 63.2 per cent 
of the $81,198,000 worth of flavoring 
sirups sold in 1929. Remaining sales 


were divided as follows: retailers, 
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ADVERTISERS use farm magazines be- 


cause they want farm circulation—or at least 


out-in-the-country circulation—to reach a market 
which cannot be adequately covered by other media. 


Analyze Coverage Correctly 
R. F. D. is the one reliable recognized yardstick for 


measuring farm distribution. 


It shows by com- 


parison the number of farms reached—a farm 
magazine with half the R. F. D. circulation of 
another will reach about half as many farm fami- 


lies. 


The one with the largest volume of R. F. D. 
reaches farthest out into the country. 


Proof of the extent to which the editorial content 
suits actual farmers on the farms is indicated by 
the number of subscribers having R. F. D. addresses. 


Leads By a Quarter-Million 


The Farm Journal now has nearly a quarter-mil- 
lion more R. F. D.—out-in-the-country—circulation 
than any other national farm magazine—an in- 
crease of 40,000 during the past year. 


No premiums or contests are ever used, and only a 
magazine of greatest interest to farms ..... very 
widely and favorably known ... . . of a quality 
and character to appeal particularly to the better 
class of farm families . . . . . could possibly obtain 
such great country coverage. 


F. 


Farms are out in the country. Magazines with town 
and city circulations can’t reach enough of them. 
The graph shows clearly why The Farm Journal 
should be the background publication in every 
national farm advertising campaign. 


The Farm Journal dominates the farm market by 


greater farm circulation in richest farming sections. 


Based on the best available A B C figures 


for approximating actual 
of farm magazines. 


farm circulations 


1,550,000 Circulation 
ATTY 


The farm 


ournal 


Washington Square, Philadelphia 


Send for county circulation figures and farm data from the 1930 census 


13.8 per cent; industrial consumers, 
9.9 per cent; manufacturers’ own 
wholesale branches, 7.6 per cent; 
manufacturers’ retail branches, 3.8 
per cent; and household consumers, 
1.7 per cent. 

Manufacturers of sporting and 
athletic goods sell principally to 
wholesalers and their own sales 
branches. Of 1929 sales of $55,- 
140,000, 70.3 per cent were made in 
that way. The remainder were dis- 
tributed as follows: to retailers, 
21.5 per cent; to industrial and 
other large consumers, 7.0 per cent; 
to home consumers, 1.2 per cent. 

Ice refrigerators are sold chiefly 
to retailers, who took 42.2 per cent 
of 1929 sales of $60,217,000. Com- 
mercial users bought 26.6 per cent; 
wholesale dealers, 20.2 per cent; 
manufacturers’ wholesale branches, 
10.2 per cent, and manufacturers’ 
retail branches, 0.8 per cent. This 
report does not cover electric refrig- 
erators. 


N. Y. Club Selects 
Nominating Committee 


A nominating committee has been 
appointed by the Advertising Club 
of New York in anticipation of the 
annual election May 12. 

The committee is comprised of 
Philip L. Thomson, Francis H. Sis- 
son, Victor Ridder, Colver Gordon, 
Stanley E. Gunnison, H. K. Carter 


and L. W. C. Tuthill. 


Get Aviation Account 

The Transamerican Airlines Corp., 
air transport division of the Thomp- 
son Aeronautical Corp., has retained 
the Cleveland office of George Har- 
rison Phelps, Inc., as advertising 
counsel. 

Advertising schedules are being 
prepared on the Great Lakes air 
transport system to be inaugurated 
April 1, serving 18 cities. 


Advertising Club Is 


Divorced from Bureau 
The San Francisco Advertising 
Club and the Better Business Bureau 
have been separated, the Bureau now 
being located in the Merchants Ex- 
change building. 
It now has its own officers and 
functions as an independent organ- 
ization. 


Sewell to Address 


. 

A. N. A. Members 

Col. J. S. Sewell, director of ex- 

hibits, Century of Progress, for the 

1933 World’s Fair, will address the 

Chicago group of the Association of 

National Advertisers at the Palmer 
House April 14 at 6:30. 

Former meetings were devoted to 
round-table discussions. 


Fortiphone Has Agency 

The Fortiphone Corp., New York, 
manufacturer of hearing devices to 
aid the deaf, has placed its adver- 
tising with Churchill-Hall, Inc., of 
that city. 


Waggoner to Join 


“Electricity on Farm” 
J. E. Waggoner will join Electric- 
ity on the Farm, published by the 
Case - Shepperd - Mann Publishing 
Corp., New York, April 1, as direc- 
tor of research. 
He was at one time advertising 
editor of the International Harvester 
Company. 


Prochnow in Charge 


of Financial Program 
Herbert V. Prochnow, of the First 
National Bank, Chicago, has been 
appointed general program chair- 
man for the 1931 convention of the 
Financial Advertisers’ Association 
in Boston, September 14-17. 
“Creative Force in Finance” will 
be the convention theme. 


Agents for Sarg 
Haines, Spencer and Chancellor, 
New York, have concluded an ar- 
rangement whereby the services of 
Tony Sarg, designer and artist, will 
be available exclusively to their 
clients, either in a consulting or 

practical working capacity. 


Prize for Woman 

In honor of her father, Charles P. 
Taft, late publisher of the Cincinnati 
Times-Star, Mrs. Louise Taft Sem- 
ple has offered $100 for the most 
outstanding work done by a member 
of the Ohio Newspaper Women’s As- 
sociation. 
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Proof 


o the Pudding 


All the good things that were ex- 
pected from the annual report of the 
American Tobacco Company, manu- 
facturers of Lucky Strike cigarettes, 
materialized in full measure. 

Net income for 1930 was $43,345,- 
000, equivalent to $8.56 per share of 
stock, compared with $5.76 in 1929. 

Even more striking is the state- 
ment that the company which in 
1926, when George Washington Hill 
assumed the presidency, got only 
20.14 per cent of all cigarette busi- 
ness, has pushed its percentage up 
to 38.10. Meanwhile, the total vol- 
ume available has reached unprece- 
dented proportions. 


Free wheeling failed to carry the 
Studebaker to the heights in 1930. 
The Studebaker Corporation and its 
subsidiaries reported a consolidated 
net profit of $1,540,000, compared 
with $11,928,000 for 1929. After 
allowing for the minority interest in 
the Pierce-Arrow Motor Car Com- 
pany and dividends on its own pre- 
ferred stock, there was a balance of 


THE 
CRITCHFIELD 


DIGEST 
NEW 1931 


EDITION 
NOW READY 


MARKETS 
AND MEDIA 
IN POCKET SIZE 


The amount of information within 


this little book is a revelation. Here 
are rates on newspapers in 1390 
cities — with 1930 census figures, 
number of passenger cars, banks, auto 
agencies, department stores, grocery 
stores, furniture stores, hardware 
stores, character of industries, etc. 
Information every sales and adver- 
tising executive should have on in- 
stant notice. 


Also complete list of rotogravure 
newspapers, all general magazines, 
agricultural and trade papers with cir- 
culation, column size, halftone screen 
requirements, line and page rates, 
closing dates and dates of issue. And, 
latest radio data, stations in all states, 
with operating power and evening 
time rates. 


BPS acess size, 344x5%4 nee 
pages—easy to carry in pocket 
or brief case. Flexibly bound, gold 
stamped and gold edged. Price 
$2.00. Gladly sent on approval. 


City.... ee eeeeeneeee c0ccccc esc ccccceseccoe 


27 cents for the common, compared 
with $5.53 in 1929. 

President Erskine reported, how- 
ever, that economies effected will 
enable the company to make approx- 
imately $4,000,000 net profit in 1931 
on the same volume as in 1930, pro- 
vided there is no decline in prices. 


* * * 


National Dairy Products Corpora- 
tion, the world’s largest distributor 
of dairy products, did its largest vol- 
ume of business in 1930 and emerged 
from the year with record-breaking 
net income. 

After taking care of dividends on 
preferred stock, 1930 net profit ag- 
gregated $25,470,000, equivalent to 
$4.10 a share, compared with $4.04 
on common stock for 1929. 

Net sales for 1930 reached $374,- 
558,000, against $300,021,000 in the 
preceding year. Inventories increased 
during the year, due to the acquisi- 
tion of the Kraft-Phenix Cheese 
Corporation. 


* * * 


United States Rubber Company 
reports a net loss of $6,980,000 in 
1930, due in part to elimination of 
all excess baggage. A net profit of 
$576,000 was reached in 1929. One 
of the charges which reduced the 
1930 net was $7,347,000 for depre- 
ciation and obsolescence of old plant. 

Good will, patents, etc., carried on 
the 1929 balance sheet at $58,925,- 
000, was completely written off in 
the current statement. Eleven fac- 
tories were closed during the year, 
operations being concentrated in 
modern units. 

* * * 


Hershey Chocolate Corporation 
beat its 1929 figure, with a profit of 
$7,519,000, equal after preferred 
dividends to $7.89 a share on com- 
mon, compared with $7.65 in 1929. 
The company exceeded every quarter 
of 1929 except the last. 

*- * * 


Stockholders of the Majestic 
Household Utilities Corporation 
voted to convey the company’s assets 
to the Grigsby-Grunow Company on 
a share for share basis. A's a result, 
production of electric refrigerators 
will be resumed at once. 

* 7 ok 


Real Silk Hosiery Mills, exponents 
of the house-to-house sale, failed to 
reach their 1929 sales. Earnings for 
1930 reached the fairly satisfactory 
figure of $847,000 after charges and 
preferred dividends, however. 

* * 


Though considerably below 1929 
earnings, the 1930 profit of the J. I. 
Case Company, manufacturer of 
farm equipment, was better than 
was expected in some quarters. Net 
was $2,598,000, equal to $9.67 on 
common stock after preferred divi- 
dends. The 1929 common paid $13.75. 


Reports from 37 chains, exclusive 
of mail order and chain combina- 
tions, showed a decline in February 
sales of 5.2 per cent, as compared 
with 1930. Seventeen of these com- 
panies, however, increased sales. 
Twenty-three of the 37 reported 
higher sales for the first two months 
of 1931 than in 1930. 


*+ * * 


General Foods Corporation didn’t 
notice any depression in 1930. Its 
earnings in that year aggregated 
$19,085,000, or $3.63 a share on com- 
mon stock, and so close to the 1929 
figure that the stockholders will not 
notice the difference. 


s* ¢« 86 


Perhaps the remarkable increase 
in stockholders of the General Elec- 
tric Company in 1930 was the out- 
standing feature of the annual re- 
port issued this week. The number 
has increased nearly every year 
since 1893, and in 1929 had grown 
to 60,000. In 1930, however, almost 
as many stockholders were added as 
in the preceding 37 years of busi- 
ness, the total at the end of the year 
being about 117,000. 

G-E sales fell from $415,338,000 
in 1929 to $376,167,000 in 1930. Net 
income from sales fell from $49,395,- 
000 to $40,450,000, income from 
other sources bringing the 1930 
revenue up to $60,525,000. 


GOES TO AGENCY 


Kenneth Collins 


Mr. Collins has resigned as ex- 
ecutive vice-president of R. H. 
Macy & Co., New York, to become 
a member of the firm of Lennen & 
Mitchell, agency of that city. 

Mr. Collins’ experience includes 
: veer with Fuller & Smith, Cleve- 
and. 


Why Not Reports 
on Dad’s Work 
at the Office? 


New York, March 19.—Evidently 
sharing the belief of the Marx 
Brothers that the world would be a 
more beautiful place if the parents 
ate the spinach, “Holograms,” the 
house organ of the Holophane Com- 
pany, manufacturers of lighting 
equipment, suggests that in as much 
as Daddy gets a monthly report card 
from Henry’s school, it is only fair 
that Henry should be given period- 
ical reports of Dad’s progress in 
business. 

“Holograms” continued: 

“Let’s see how a report card for 
fathers would work out. Henry is 
looking at the card and father is 
looking at Henry. Both are scowling. 

“*Ahem! I see you didn’t make 
any more money this month than 
you did last!’ 

“‘Well, no—that is—I—but you 
see I did my best.’ 

“*A pretty weak excuse, dad. How 
do you suppose George’s father was 
able to buy a new house, and Alfred’s 
a new automobile? Even Bob’s pop 
got him a pony last week. Don’t 
you think you can follow their 
example, and try a little harder?’ 

“ *Yes, sir.’ 

“Now I don’t want to be hard 
on you, but there are several things 
you ought to be more careful about. 
You’ve never allowed me to be tardy 
at school, but I notice that you 
missed the last bell to the office six 
times last month. And the way you 
smoke around here, anybody’d think 
you were trying to earn an extra 
dividend for the tobacco companies 
all by yourself. 

“*There’s another little matter 
that I hate to mention, but if you 
don’t stop stowing away second help- 
ings at dinner you’re gonna get so 
fat you can’t even play marbles. 

“*Now snap into it, dad! Get up 
on your toes, and see if you can’t 
bring me a better report card next 
month. No, sir, you may not turn 
on the radio till you get your home 
work done! And I want you to go 
to bed early so you can get to the 
office on time.’ ” 


Joins Fair Staff 


Norman W. Gregg, who has been 
director of public relations in the 
Chicago office of Erwin, Wasey & 
Co., has joined the promotion de- 
oo of the Chicago 1933 

orld’s Fair. 


Wilson with Dodge 
Frank J. Wilson, formerly with 
Fuller and Smith and Ross, Cleve- 
land agency, has joined the Cleve- 
land office of the F. W. Dodge Cor- 
poration as assistant Ohio manager. 
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LINEAGE GAINS 
IN NEWSPAPERS 


New York, March 19—A substan- 
tial increase in national advertising 
lineage over January was carried 
by daily newspapers of the United 
States in February. The February 
figure was 22,069,480, compared 
with 18,393,650 in January. 

The current figure represents a 
loss of 7.8 per cent from February, 
1930, but shows a remarkable im- 
provement over the situation in Jan- 
uary, when a loss of 22.7 per cent 
from the preceding January was in- 
dicated. 

Slight gains in national lineage 
were registered in Philadelphia, 
Omaha and Seattle over February, 
1930. A number of individual papers 
carried a larger volume of national 
advertising. 

In New York, the Mirror, Evening 
Graphic, Evening Post and Tele- 
gram effected gains. In Chicago, the 
Times increased its national lineage. 
In Philadelphia, gains were recorded 
by the Record, Ledger, Evening 
Ledger, and News. 

In Detroit, the Daily gained. 
Other dailies throughout the country 
which made increases were the St. 
Louis Times, Boston Record, Balti- 
more Post, Los Angeles Herald, Los 
Angeles Record, Los Angeles News, 
Milwaukee Sentinel, Washington 
Herald, Washington Evening News, 
Seattle Times, Seattle Post-Intelli- 
gencer, Seattle Star, Indianapolis 
Times, Denver News, Columbus Citi- 
zen, St. Paul Dispatch, Omaha 
World-Herald, Omaha Bee-News, 
and Dayton Herald. 

The total national advertising 
lineage for February in 120 papers 
in 80 cities aggregated 22,069,480, 
against 23,947,096 in February, 1930. 

Local lineage fell from 52,356,- 
423 to 47,360,749, while classified 
slumped from 16,955,627 to 15,004,- 
213. The total for all classifications 
was 86,076,548 lines in February, 
1931, against 97,261,676 in Febru- 
ary, 1930. 

Fifteen newspapers had a net in- 
crease in all classes of advertising 
for February, 1931, over the same 
month in 1930. They were the New 
York Mirror, New York News, New 
York Evening Journal, New York 
Telegram, Brooklyn Times, Detroit 
Daily, St. Louis Star, Boston Rec- 
ord, Baltimore Evening Sun, Mil- 
waukee Sentinel, Washington Eve- 
ning Times, Washington Herald, 
Washington Evening News, Indian- 
apolis Times, and St. Paul Dispatch. 


Western Golfers Plan 


Initial 1931 Tourney 
The Western Advertising Golfers 
Association will hold a_ three-day 
tournament at French Lick Springs, 
Ind., April 10-12. Special sleepers 
will leave Chicago at 9 P. M. April 9 
over the Monon. The tournament 
will cost only $60.50, with a $5 re- 
duction if 100 attend. 
H. G. Schuster, of the Chicago 
Daily News, is secretary of the asso- 
ciation. 


Present New Songs 
on Coal Broadcast 


Songs are presented in advance 
of publication in the new radio pro- 
gram of the City Ice & Fuel Co., 
Cleveland, clients of King and Wiley 
and Co., of that city. 

The new program is broadcast by 
electrical transcriptions prepared by 
National Radio Advertising, Inc. 
Eleven stations are carrying the 
program, which will run from 18 to 
26 weeks. 


Offer $1,000 Prize in 
Canadian Art Contest 

The Canadian artist most effec- 
tively expressing the theme, “March 
Forward with Canada,” will receive 
$1,000. Seven $100 prizes will be 
given. 

W. F. Prendergast, director of 
publicity, Imperial Oil Limited, To- 
ronto, is chairman of the committee 
in charge. 


Joins Ziv Agency 
E. R. Collard has left the Kroger 
Grocery & Baking Co., Cincinnati, to 
join the William Ziv Advertising 
Agency, of that city. 


Dallas Club Quits 
Parent Organization 


The Dallas (Texas) Advertising 
League is reported to have with- 
drawn from the Advertising Fed- 
eration of America. Lack of repre- 
sentation on the national board is 
said to have caused the breach. 


Name Publicity Associates 

Publicity Associates, New York, 
have been appointed special repre- 
sentatives of Webster LEisenlohr, 


Inc., for publicity on the Webster 
cigar. 


Department Stores 


MOVE 
FAST? 


Their executives, who se- 
lect equipment and 
supplies, read the fast- 
moving newspaper: 


RETAILING 


A Fairchild Publication 
8 East 13th Street 


New York 


N the stri@t basis of unit cov- 

erage of hospital buying 
power per dollar; on a basis of 
visibility of advertising; on a basis 
of editorial leadership, Hosprrau 
MANAGEMENT is the best buy in 
the hospital field. Ask for the new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chicago 


member 


of both the A-B-C.'and Ac B. P 


of both the A 


The Ambassador of- 
fers much to those 
who give thought to 
environment as well as 
accessibility and con- 


venience. Smart shops, 


theatres, art centers, 


business, professional 
and financial districts, 
quickly and easily 
reached. 
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TAXI WEEKLY 


The trade newspaper of the 
taxicab industry 


—_—_— 
STREET TRAFFIC 
NEWS 


Eastern authority on street 
and highway traffic 


GASOLINE 
RETAILER 


National trade newspaper 
of the gas and oil 
distributor 
=— 

All Published at 
54 West 74th St. 
NEW YORK 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK :+ 310 East 45th St. 
CHICAGO +: 210 So. Desplaine St. 


and 34 other cities 
Gin, Site, Rt, Al, lite BP, A, BEE, Ey Bn I. WS 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—4]1 all told. 


A PERSONNEL SERVICE FOR 
ADVERTISING PROFESSION 


Confidential, painstaking attenti - 
vidual problems of eech client. An S02 


ment agency law, our methods unl 
other agency. a - 


PROFESSIONAL & rr SERVICE 


Gurne: 4 
527 Fifth Avenue, New York Mumay Hint 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


For Dependable 
Photostat Service 4 


FA RUSSO we. 


230 PARK AVE. FIFTH 
60 E.42ndST. 250 W. sma ste 
VAN¢derbilt 9975-6-7 
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NEW FORMS FOR 
PRESENTATION OF 
NEWSPAPER DATA 


Four A's and AN. P. A. Are 
Joint Sponsors 


(Continued from Page 1) 


in the body of which important 
changes have been made. 

The two associations recommend 
that there shall be only one market 
data form for each city or town. It 
should be prepared, financed, and 
distributed to advertising agencies 
jointly by all newspapers in that 
city. 

Market Data forms should be 
printed in four-page folder form on 
white card or cover stock. When 
creased, the forms should be 8% x 
11% in size, forming a folder which 
advertising agencies may conven- 
ienty use in the same files with A. 
B. C. reports, A. A. A. A. media 
studies and descriptive booklets. A 
double crease is recommended to in- 
crease the capacity of the folder. 


Data to Be Given 


The form will give the following 
information: Number of families in 
apartments, and in single dwellings; 
number of dwellings owned and 
rented; number of families having 
telephones; number of families with 
cars; number of gas and electric 
users; bank deposits; income tax re- 
turns; number of manufacturing 
establishments, with the number of 
employes; value added by manufac- 
ture of local plants, with the payroll 
per month; retail and wholesale out- 
lets and volume of trade in each 
line. 

The Newspaper Data Form, which 
replaces the Standard Newspaper 
Data Form, drops information about 
the market. On the first page of the 
new form is to be printed a repro- 
duction, about 6 x 8 inches, of the 
complete first page of the first issue 
published by the newspaper in March 
of each year. Changes have also 
been made in the body of this form. 

The Newspaper Data Form is to 
be the same size as the Market Data 
Form. This form provides for a 
thorough analysis of editorial con- 
tent, as well as the editorial policy 
of the paper and its political affilia- 
tions and policy. 


Editorial Analysis 


For instance, the publisher shall 
indicate the space devoted to edi- 
torials, letters to the editor, ques- 
tions answered, cartoons, poems, 
comics, serial stories, health and hy- 
giene, puzzles, book reviews, radio, 
financial, food and _ housekeeping, 
sports, automobiles, society, and 
other features, with the frequency 
of their appearance and the name 
of the author. A summary as to 
the division of local and wire news, 
editorial, features, business and 
financial news will be given. 

The volume of advertising carried 
during the past year, and its divi- 
sion not only as to retail and gen- 
eral, but chief classifications, will be 
shown, as will the percentage of ad- 
vertising to editorial content. News 
services used and controlled shall 
also be indicated. 

Whether or not the newspaper 
operates a broadcasting station, and 
maintains a merchandising or pro- 
motion department for the use of ad- 
vertisers, with the name of the mer- 
chandising paper published, if any, 
are other points covered. The news- 
paper will also outline the merchan- 
dising co-operation ordinarily ren- 
dered, such as to contact dealers, fur- 
nish reprints, and supply lists of 
dealer names for salesmen. 

The only salient point not covered 
by this form is advertising rates, 
which will be shown on separate 


cards, as heretofore. 


A STUDY IN MODERN TRADE-MARKS 


Some of the trade-mark designs created by Clarence Pearson 
Hornung and exhibited in the New York offices of Batten, Bar- 
ton, Durstine & Osborn this week. 
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1TH the aid of trumpets, bala- 
W«0, press agents and advertis- 
ing managers, the Admaker breaks 
out. In the columns of this paper 
we hope to visit you each week just 
so long as you care to have us. The 
object of the Admaker, as perhaps you 
have already suspected, is to spread 
the gospel of good typography; for we 
believe that in the use of good typog- 
a money cannot be better spent. 
Whether you buy typography from 
Lee & Phillips, Inc., the largest shop 
in the world devoted to advertising 
composition, matters but little. How- 
ever, we do hope to get no small 
amount of business from this method 
of advertising. We are equipped to 
handle every typographical problem 
no matter how small or how large and 
will always consider it a pleasure to 
advise you in typographical matters, 
whether you area customer or not. To 
spend money in advertising without 
using the best there is to be had in 
typography, is identical to using poor 
copy and questionable —— 
a waste from 99% to25% of the mone 
expended. Words unread are as words 
unknown. Why waste time, ener 
and money on advertising that is sel- 
dom read because of poor typography 
or inferior copy? We are not interested 
in setting advertisements and adver- 
tising folders of inferior goods; if your 
g sare notall they should be, Lee & 
hillips, Inc., will consider it a favor 
if you will have some one who knows 
as little as possible about typography 
do your work. We do not care to be 
a party to the filching of dollars, or 
ae toes from an unsuspecting public 
y fostering upon the people an in- 
ferior pes hat is work for the 
uninitiated. Give them that work— 
you will pay much less, you get all 
you are entitled to and more. As no 
reputableadvertisingagency willtake 
an account that claims too much for 
its product—just so do we feel about 


typography. 


/ 


LETTER NO.1 


HOME is in the suburbs of New 
Mb yr City. My work, allied 
somewhat to the advertising profes- 
sion, takes me down to the canyons 
of frenzied finance. Every day for ten 
years past, in sunshine or rain, I have 
passed the windows of Blank's De- 
partment Store on my way to the 
subway. . 

If in all that time the store ever 
changed itsshow windows, especially 
the modelstherein, never oncedid they 
so attract my attention as to cause my 
arrival at the office one minute later. 
So little did my wife think of the store 
that the first visit to it seven years 
ago satisfied her for life. Nor could I 
blame her. 


About three months ago something 
hegpened to the old store—or rather, 
to the old store's advertising. It was 
the same old copy and the same old 
bargains, but somehow there was an 
unusual freshness in its appearance. 
Being of an inquisitive nature, after 
the daily cross-word puzzle was 
solved, I set myself to the task of find- 
ing the answer to this new turn of 
thingsin Blank’sadvertising,and here 
is what I discovered: 

It was merely a change in the typog- 
“oy of the sdesssisenant. 

ondering if it had come to the at- 
tention of friends of mine, I resolved 
to sit quiet and wait and see if some- 
one would bring up the subject. All 
this time I was taking particular note 
of the show-windows, the price cards 
and the wax models—there was no 
change since the first day I laid eyes 
on them ten years ago. 

Last Tuesday night, dinnerovetand 
the baby asleep, I tuned in for Amos 
*n’ Andy. Scarcely was the signature 
completed whenthegood wifechirped 
up with this: 

“I suppose you think that kind of 
advertising pays, too.”’ 

**Why, of course, it pays my dear," 
says I rather proudly. 

“If it didn't pay. you don’t think 
for a moment that Pepsodent would 
be keeping it up do you?"’ 

That was wifie’s cue for the argu- 
ment that would keep up all evening 
—the one argument that she and I 
shall never agree upon—the one argu- 
ment that I will never give up so long 
as there is life in me—one argument 
that will keep my nose out of a good 
book or my ear from the radio—and 
does she know that? And How! Like 
all women, she'll risk the loss of an 
wane just to have her husband 
talk all evening with her. 

“I don't believe it,’’ says the wife. 
““Now, if they would only offer two 
tubes for the price of one, or giveaway 
a tooth brush with every package, or 
anything of that sort, why then I 
would go right out and buy some of 
their tooth paste. You know how 
women ment for the bargains in the 
newspapers. It’s the bargains that 
count in advertising and nothing 
else.” 

“I, etc., etc., etc., etc., etc., etc.”” 

“*Youwillneveretc.,etc.,etc.,etc., 
etc., etc., etc.,"’ she says and says. 

After winding the alarm clock I 
switched off the light andwas nestling 
down for a good night's rest when the 
wife, gaining courage in the dark, 
pipes up with this remark: 

“Oh John, I nearly forgot to tell 
you, Blank’s got some of the best bar- 
gains in rugs and curtains, and I was 
thinking if you didn’t mind I'd go 
down in the morning and pick upsome 
things for the house. Oh dear, there 
are so many things we need just now, 
but then we can make out for a while 


with some curtains for the living room 
and the dining room and a rug for the 
living room, etc.” 

‘They haven't a thing in that old 
store you'd have,"’ says I. 

**Youdon'tknow what you 'retalk- 
ing about.”’ 

“Have you been there lately?"’ 

*‘No, not for seven years. But, you 
know John, Blank’s are coming right 
up to the front lately. Really now, 
they're getting into the class with the 
Jones’ Department Store lately."’ 

Chuckling to myself, I said ‘‘all 
right,"’ and dropped off into peaceful 
slumber. 

* * * 

ImustadmitI wasmorethanpleased 
when I got home the following eve- 
ning and found most of the furniture 
had been moved about to show off the 
beauty of that new rug and the cur- 
tains. The little dear kissed me more 
fervently than usual and that only 
added to my happiness. 

**And look, 2 I just couldn't 
resist this one for the dining room. I 
knew quite well you would approve 
so I just went ahead and got it. I’m 
so glad you like it. Wait till I tell you 
what a bargain I got—that'll please 
you more.” 

“Well, I'll Bt hte preg 
the old store had such beautiful rugs, 
nade 

**You poor old dear, you must be so 
tired. Here's your a Ididn’t get 
these things at Blank’s. I found they 
had the same things they had when I 
was there before. I got themat Jones’. 
After all, they may cost a little more 
but they are up-to-date and much bet- 
ter oan.” 

* * 

I have never been able to convince 
my wife that it was good typography 
that got her into that store, but you 
know, and I know, thatit was a 
else but. Blank’s new advertising ha 
used the same style of type as Jones’ 
professionally set advertisements. 


AA 


E week we will publish a true 
story of what typography has 
accomplished in a certain instance. At 
least we hope every story is true, but, 
because it would be impossible for us 
to verify all details, we will not under- 
take to stand behind them all. If you 
have had a singular experience with 
the result of good typography, send 
your story to us at once. For every 
story published we will pay $5.00. 
Your name will be withheld from pub- 
lication if you wish and so state at the 
time yousend in your story. However, 
we must reserve the right to give your 
name and address to anyone writing 
in and asking for it. Write your story 
today and mail it at once. Please con- 
fine yourself to within two hundred 
pred if possible—longer stories, if 
they have merit, will be published. 
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ADVERTISING AGE 


March 21, 1931 


DISCUSSES COPY 


Katharine A. Fisher 


SEES SERVICE AS 
LEADING ISSUE 


“What is the best?” is the ques- 
tion asked most frequently by con- 
sumers, Katharine A. Fisher, direc- 
tor of the Good Housekeeping Insti- 
tute, said in Chicago this week. Miss 
Fisher addressed the Women’s Ad- 
vertising Club and the Chicago Eve- 
ning American’s Retail Institute 
during her stay. 

“Servicing is an important prob- 
lem with much of our modern equip- 
ment,” she explained, “and so we 
advise consumers to choose from the 
stock carried by dealers who have a 
reputation for giving good service. 

“The closer advertising keeps to 
actual facts, the better for the prod- 
uct advertised,” was her answer 
when asked what criticism she had 
to offer in regard to advertising. 

“Claims made for a product that it 
cannot live up to will prejudice not 


CHAINS VERSUS INDEPENDENTS IN SIX CITIES 


(Percentage of business done by each system in 1929) 


GROCERY STORES: 
Single-store independents .......... 
Local multi-units ....................... a 
Sectional and national chains 

DRUG STORES: 

Single-store independents ............ 
Local multi-units 
Sectional and national chains 
FILLING STATIONS: 
(All Types) 
Single-store independents ........... 
Local multicumits ...cecccccccceccceee 
Sectional and national chains 


DEPARTMENT STORES: 
Single-store independents ........... 
Local multi-units 
Sectional and national chains 
Mail order houses (exclusive 

of stores) 


VARIETY, 5-AND-10, AND 
TO-A-DOLLAR, INCLUD- 
ING GENERAL STORES: 

Single-store independents ........... 
Local multi-units 
Sectional and national chains 


WOMEN’S READY-TO-WEAR 
SPECIALTY STORES: 

Single-store independents ............ 
Local multi-units 
Sectional and national chains 

SHOE STORES (All Types): 
Single-store independents ........... 
Local multi-units 
Sectional and national chains 


Total retail sales, 1929............. $2,153,626,000 


Per capita 


Chicago San Francisco Cincinnati 


44.5 63.58 43.62 
6.7 17.17 11.93 
48.8 19.25 44.45 
57.9 52.66 55.14 
8.1 24.57 10.95 
34.0 22.77 33.91 
58.9 53.50 35.01 
12.7 16.07 30.85 
28.4 30.43 34.14 
26.7 26.67 93.91 
41.6 60.10 
21.9 13.23 } 6.09 
Be dn oe? eee eee 
18.5 27.96 13.56 
4.7 3.35 
76.8 68.69 86.44 
42.7 71.18 55.53 
36. 26.54 
20.5 2.28 44.47 
28.7 17.13 53.35 
38.7 58.49 7.80 
32.6 24.38 85 
$499,060,000 
$638.11 $787.16 $646.50 


Toledo Indianapolis Columbus 


52.52 43.04 43.84 
2.25 26.94 7.94 
45.23 30.02 46.99 
54.56 48.86 50.63 
40.76 34.42 
45.44 10.38 14.95 
54.50 21.64 18.06 
8.04 25.78 19.82 
37.46 52.58 62.12 
pier 93.24 85.31 
oe 1.98 
bod 4.78 14.69 
4.72 8.09 10.67 
} 95.28 91.91 89.33 
72.80 61.80 58.91 
5.85 1.49 28.30 
21.35 36.71 12.79 
26.30 27.58 42.17 
29.90 4.76 4.92 


> 38. 43.80 67.66 52.91 
$291,572,000 $174,046,000 $220,456,000 $169,966,000 


$600.15 $605.64 $586.08 
—Bureau of the Census. 


only the user but also all her friends 
and neighbors. 


“We maintain at the Institute a 
complaint service through which any 
purchaser of an approved product 
may appeal to the Institute if her 
purchase fails to measure up to her 
expectations. 


“This brings definitely to our at- 
tention certain things which are 
open to criticism in advertising and 
selling. 


“For example, there is the claim 
that the product, usually a piece of 
equipment, will last a life time. 
Sooner or later the buyer will chal- 
lenge this claim.” ’ 

Miss Fisher recalled that in the 
earlier days of the vacuum cleaner a 


Theatres. 


New York 
729 Seventh Ave. 


The Men Who Say 
“Go Ahead.” 
“Yes.” and “OK” 
to Spending 
One Hundred Million 
Dollars All Read 
Better Theatres 


Conservative estimates show that more than 
85 million dollars will be spent in building motion 
picture theatres during 1931. Many millions more 
will be expended in remodeling operations—bring- 
ing old theatres up to date. So it is certain that 
at least one hundred million dollars will go into 
these operations this year. 


Better Theatres—published every fourth week 
as a special separate section of Motion Picture 
Herald—reaches every important owner, execu- 
tive, operator and builder concerned with theatre 
construction, equipment and maintenance. The 
circulation is more than 18,000 ABC. 


We will gladly tell you more about this rich 
market and its complete coverage by Better 


Quigley Publishing Company 
Publisher of 


Better Theatres 
Motion Picture Herald 
Motion Picture Daily 


Chicago 
407 So. a St. 


Los Angeles 
Hotel Roosevelt 


———————— 


More Gasoline 


Consumed in 1930 
New York, March 19—Pre- 
liminary figures issued by the 
American Petroleum Institute 
indicate that 1930 gasoline con- 
aeen was 6 per cent above 


While the American car 
owner struggled along with 
the old bus, he increased his 
mileage, the figures show. 


popular argument of aggressive 
salesmen was that rival makes were 
hard on rugs. 

“We still hear this claim made,” 
she said. “and it often gives consum- 
ers the impression that all vacuum 
cleaners are hard on rugs. It is 
much wiser and more profitable to 
stress the good qualities of one’s 
own product rather than to knock a 
rival product. 

“Tt pays to tell first what service 
the product may be expected to 
give. We now have on the market 
several electric beaters and mixers. 
Some of these will beat heavy bat- 
ters as well as light; others are only 
equipped to handle light batters. 
This question of capacity should be 
made clear to purchasers. 

“It does not pay to overlook or to 
minimize the cost of upkeep in ad- 
vertising and selling equipment. The 
average woman consumer is too 
prone to expect free servicing. She 
will cheerfully pay a bill for repairs 
on her automobile, but she will fre- 
quently offer objections to the cost of 
keeping her vacuum cleaner or her 
washing machine in good condition. 
We are continually reminding our 
readers that they must expect to 
pay for such services.” 


Ownership of “Woman’s 


World” Is Unchanged 
The Manning Publishing Com- 
pany, Chicago, publisher of Woman’s 
orld, has announced that owner- 
ship passed to the immediate family 
following the recent death of Walter 
W. Manning and that policies and 
personnel will be unchanged. 
Conant Manning is president; 
Gordon Manning, vice president; 
Harrison J. Miller, advertising man- 
ager, and Cora F. Sanders, editor. 


Three Join Erwin, Wasey 

H. F. Douglas has joined the New 
York office of Erwin, Wasey & Co., 
after 16 years with the Curtis Pub- 
nating, Comeaey: 

A. K. Fowler, former vice-presi- 
dent of the Newell C. Kingsbury 
Company, has joined the agency’s 
opy department. Herbert R. Schaef- 
fer has joined the service depart- 
ment. 

Don Hurlbut has been appointed 
associate art director, coming from 
Maxon, Inc, 


U.S. Cosmetics 
Losing Ground, 
Says‘ Aromatics’ 


New York, March 12—“If Amer- 
ican-made and advertised cosmetics 
are to retain their prestige in com- 
petition with imported products, 
there will have to be a complete 
change of attitude toward the in- 
gredients which enter into their 
manufacture,” Edmund P. Flynn, 
business manager of Aromatics, 
said in discussing an article in the 
current issue of that publication. 

Aromatics, one of the Hearst 
business papers, created something 
of a sensation with a discussion of 
adulteration of essential oils from 
the pen of Philip Van Itallie, editor 
of the publication. 

“Cheaply-made products,” contin- 
ued Mr. Flynn, “will always be able 
to fool a part of the public when 
extensively advertised.” 

Mr. Van Itallie traced the develop- 
ment of adulteration, which gained 
a foothold through the desire of 
buyers to “save” money on oil 
“which answers the purpose.” The 
result was that the European sup- 
pliers began to provide products 
“good enough for the American 
market.” 


General Mills on Air 


General Mills, Inc., will launch 
the Gold Medal Express, a new fea- 
ture, over the National Broadcast- 
ing Company’s network March 30. 

Blackett, Sample & Hummert, 
Chicago, handle the account. 


VETERAN DEAD 


Henry J. Bohn 


Mr. Bohn, for many years pub- 
lisher of Hotel World, Chicago, 
died in Florida last week. He con- 
tinued to contribute to the paper 
after its purchase by the Ahrens 
Publishing Co. 


Start Canadian Plants 


Cantilever shoes will be manufac- 
tured in Canada in a plant started 
at Toronto. Fred E. Jenner, who 
has been resident manager, is in 
charge. An_ extensive newspaper 
campaign will herald the savings of 
$2.50 per pair to Canadian con- 
sumers. 

The Health-Mor Sanitation Sys- 
tems, Chicago, will manufacture 
their vacuum cleaner in Canada. 


British to Take 


Industrial Census 


A census of British industrial pro- 
duction in 1930 will be taken in that 
country. It will be the fourth census 
of the kind, the last being in 1924. 


The Womans Press 


national official magazine 
of the Y. W. C. A. 


Announces 
May Camp Issue 


Camp directors are planning 
new equipment. They need 
help when they buy for 1931. 
For advice as to how to reach 
them write or telephone— 


HELEN B. LEAVENS 
Advertising Manager 
THE WOMANS PRESS 
600 Lexington Avenue 
New York, N. Y. 
Plaza 3-4700 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORAN BOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


“everybody reads the news” 
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